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A 


BIG NAME «= 


IN 


LITTLE SHOES 





Yes, “RED GOOSE"” is a big name in the juvenile Re 5 


shoe field. 


~- 
For more than 30 years “Red Goose” shoes have G Oo Oo Ss - 


been worn by boys and girls of America. Boys and 


girls of yester-year are the parents of today. S “ O & Ss 


So impressive is the traditional quality of “Red 
Goose” shoes that these modern parents express 
their preference for shoes of that brand. 


Pacing the years of quality are the many pro- 
gressive developments and styling features that go KA 
to make up this outstanding line of today. 


Alert dealers throughout the nation express their A * 
preference for the “Red Goose” line for the excep- v 
tional way in which this highly specialized line 


meets the footwear requirements of boys and girls “H a | f t he F un 


of all ages. 
: of 
The wide-spread success of those dealers featur- 


ing the modern, desirable “Red Goose” line quickly Hf avin g e eet 


indicates the merchandising merit of a serviceable 
stock. 


A POSTAL CARD WILL BRING OUR SALESMAN 


FRIEDAAN-SHELBY. 


Ee oe fe, oS Os. Pe. Gee ot On oan @ OF 
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POSTED at the information win- 
dow at D. Armstrong & Company, 
Rochester, N. Y., was the following: 

“It is our aim to see, promptly, 
all representatives and salesmen. 


Brevity on your part will enable us 
to do this. Sometimes a previous 
appointment or something of im- 
portance within our organization 
makes unavoidable a slight delay 
in seeing you.” 


MAARTIN WELLS of Woodcliff, 
N. J., says: 

“Recently one of our regular cus- 
tomers came in to purchase some 
shoes and during the course of our 
conversation she related the follow- 
ing incident: 

“On May 5, 1935, she purchased 
three pairs of shoes, namely, brown, 
black and blue—all on the same 


last and size. The black and brown 
were unusually comfortable, but 
every time she put on the blue 
shoes they simply ‘killed’ her. After 
a dozen attempts at wearing them 
she. stored them away. Two years 
later she fell down and broke her 
ankle and when she recovered, lo 
and behold, the blue shoes became 
very comfortable. As a matter of 
fact, she requested another pair of 
the same blue shoes. 

“So, fellow shoemen, if you get 
the type of customers who (after 
fitting them to the best of your 
ability) come back with the famil- 
iar cry: ‘I simply can’t wear these 


shoes,’ break their ankles, gentle- 


men, break their ankles.” 
* * * 


EDWARD M. SEIFERT of Elk- 
hart, Indiana, writes: 


“When I had my vacation, | | 


[15] 


went to visit my old friend Dave, 
who for many years was showing a 
nice profit, increase in volume and 
was the topnotch salesman of a 
chain of ten shoe stores. Inquiring 


alll Fire THE 
— GUy / 
—>~ 





about Dave, I was told that since 
volume is only one-half of what it 
was a year ago they had checked 
Dave out. Dave’s story was that 
his superiors would not let him sell 
any new styles, but kept him sell- 
ing jobs and close-outs, so when 
volume dropped he was the goat. 
“We all know that the successful 
merchant has the ability to mea- 
sure the value of an idea and to 
recognize a good plan, as well as 
the courage to adopt it. But when a 
merchant tries to overdo his busi- 
ness and it slips away from him, it 
is the salesperson who gets the 
criticism. Too many retailers will 
take the credit when business is 





[16] 


good, but when business is poor 
will blame the salespeople for it— 
not taking into consideration that 
their own policies of chiseling, buy- 
ing factory rejects, false advertis- 
ing, and unfair treatment of clerks 
have as much, if not more, to do 
with the loss of sales than any in- 
adequacy on the part of their sales 
force. 

“An honest, loyal, go-getter shoe 
salesman will not let his boss’ busi- 
ness go to the ‘dogs’. The shoe 
salesman, if successful, will be alert 
and contact prospects in his social 
activities, for he is a shoe-minded 
salesman and has a keen knowledge 
of his profession; he is a leader, not 
a follower; he is honest, courteous, 
loyal and always willing to listen 
and learn. Above all, he has the 
ability to adopt and recognize a 
good plan and the courage to use 
ag 
HR ARRY SOBEL, sales manager 
of The Fern Shoe Company, Los 


Angeles, says: 





“Open toe and open back type 
of shoes will sell all through the 
Winter, no matter how deep the 
snow and slush may be. There is 
a perfectly natural, logical reason 
for this. The shoes feel good on 
the feet and they are smart-looking. 
Beyond that, there is nothing else 
that counts with the women. There 
is one bad feature for this selling 
of Summer type shoes in the Win- 
ter—the first thing we know we 
will be missing a season through 
rushing into advanced seasonal pro- 
motion too far ahead. Shoes of 
this nature are perfectly sensible 
during the Winter in Florida and 
Svuthern California, but if the wo- 
of Minneapolis, Chicago, New 
York and other points north want 
such styles out of season, the mer- 
chants must have plenty of them. 

“Florida and Southern California 
are placing tremendous orders for 
play shoes for early December de- 
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—Way back in 1851 John Brooks 
Nichols, a Lynn shoemaker, saw 
an advertisement in a Boston 
newspaper offering for sale 25 
Singer Sewing Machines. 

—He obtained one of the machines 
and after considerable experi- 
menting, adapted it to the sew- 
ing of leathers of uppers of shoes. 

—And thereby re ized shoe 
stitching from the hand method 

Rnd thereby facittated the 

fac 
duction of shoes. sip 
“i erg od — more em- 
yment by enabling more peo- 
ple to buy more shoes at lower 


prices. 
—And thereby again demonstrat- 
ing the versatility of Yankee in- 
genuity. 
—And thereby proving that "it pays 
to advertise.” 


5 


President 





livery. Orders for immediate ship- 
ments are far in advance of what 
were received currently last year, 
when we thought we were doing 
exceptionally well. The reception 
of the new Argentine sandal for 
playtime wear has been sensational. 
Patent leather in black, blue and 
wine sandals together with lastexed 
gabardines in the same colors indi- 
cate a most interesting December- 
January retailing operation in 
these materials. The introduction 
of that new medium shade of blue 
called ‘Genevieve Blue’ has had 
much to do with popularizing this 
strong selling blue.” 


FRANK C. RAND, chairman of 
the Board of Directors of the Inter- 
national Shoe Company of St. 
Louis, Mo.—at a recent ing of 
the Board of Trustees of Vanderbilt 
University in Nashville, Tenn. (of 
which he is chairman), in a news- 


paper interview, gave great signifi- 
cance to the results of the Novem- 
ber elections. He said in part: 


“Results of the recent election 
are extremely significant in their 
encouragement to business. They 
seem to point to a less radical and 
more sane attitude on the part of 
the Government toward business . . . 
The country has grown tired of 
some of the radical features of the 
New Deal . . . If business is let 
alone it will continue to improve. 
It needs some time to devote to its 
own affairs, unhampered by the the- 
oretical and unsound policies of 
the Government.” 

His son, Edgar Rand, and Mrs. 
Edgar Rand accompanied him to 
Nashville, where they remained for 
the football game between Vander- 
bilt and the University of Ten- 
nessee. 

WALKER T. DICKERSON of 
Columbus, first vice-president of 
the Columbus Better Business Bu- 





reau, and Allen Gundersheimer, 
president of the Fashion Company 
of Columbus and a member of the 
executive committee, were parties 
to the adoption of Fair Practice 
Standards for the City of Colum- 
bus. Similar standards are being 
adopted nationally. They are as 
follows: 

“(1) No statement, comparative price. 
value claim or illustration shall be 
in advertising which has the capacity 
or tendency to mislead or deceive the 
consumer. This shall include generaliza- 
tions and implications. 

“Derinition oF Vatue: The value or 
worth of an article of me-chandise at 
retail is the currently prevailing average 
retail selling price of like articles, or 
similar articles of comparable quality, 
when sold in the course of repeated and 
successive transactions in a free and un- 

market. (The word ‘currently’ 
as used above shall mean a period of 
time not exceeding one month.) 

“(2) No statement shall be used in ad- 
vertising which attacks competitors or 
which reflects unfairly on competitor’s 
our naan services, or methods of doing 


“(3) No statement shall be used in 
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advertising which lays claim to a policy 
or continuing practice of generally un- 
derselling competitors. 
“(4) No statement shall be made in 
ising which is a ‘bait’ offer, where- 
in the customer does not have a fair op- 
portunity to buy the advertised article. 


“(5) No statement shall be used in 
advertising referring to cut prices on 
trade-marked merchandise or other goods, 
in such manner as to lead the public to 
believe that all of the merchandise sold 
by the advertiser is similarly low-priced, 
when such is not the fact. 

“(6) An advertiser shall be willing to 
fully substantiate the accuracy or - 
ness of any statement which he submits 
for publication. 


“(7) No advertiser shall use any sub- 
terfuge to frustrate the spirit and intent 
of these Fair Practice Standards, the 
purpose of which are to prevent adver- 
tising which misleads the consumer and 
to prevent advertising, which is unfair to 
competitors.” 

The arbitration plan will pro- 
vide that in cases where the Better 
Business Bureau is unable to per- 
suade the advertiser to remove any 
reasonable cause for complaint, a 
board of arbitration will be selected 
and their decision will be a future 
guide for all parties concerned or 


interested. 
- * * 


THE Haase Shoe Company of 
Beaver Dam, Wis., is cooperating 


an’ TWO OW > 


; EE AISLE 
oy, 


with other merchants in that city 
in staging a free show every week 
at the Odeon Theater on Saturday 
mornings. A sales slip from any of 
the participating merchants will ad- 
mit anyone to the show. 

The idea is working out very 
well for merchants and boosting 
their Saturday morning business, 
they all report. 





AT the fiftieth anniversary of the 
New England Shoe and Leather 
Association, Senator Henry Cabot 
Lodge of Massachusetts said sig- 
nificantly : 

“Business men must give up any 
idea of a Chinese wall of high pro- 
tective tariffs, which end up with 
the stagnation of international 
trade; and accept, in lieu of this, 


protection against sub-standard com- 
petition from abroad—merchandise 
made by labor so poorly paid that 
it can be sold in this country at 
prices much lower than equivalent 
merchandise made in the United 
States.” 
- * * 

SIR HENRY S. LUNN of the 
Glasgow University coins a new 
term—“Distributist”—as the final 
vendor of goods, and says: 

“Distributism aims at a return 
to the days of the small tradesman 
and small manufacturer. It is op- 
posed to the great stores of today, 
and to all shops with multiple 
trades, and to all shops of one 
business where there are chain 
shops.” 


. . * 


THE Story of Cinderella. 
“The thing don’t fit!” yelled the hand- 


some prince, 
“It murders your heel, I see! 
The stuff is off, my dear old maid, 
You're surely no gal for me!” 


(17} 


“I've another gal,” said ambitious ma, 


But the prince got wise again! 
“It murders her toe!” he said with zest, 
“I pass her too, old hen!” 
- > . 


he called. “Oh well, 


“Who's next?” 
there’s Cin,” 
Old Mrs. Derella said, 
“Paw’s first wife’s gal, a scrubby kid, 
In the ashes I fix her bed!” 


& . 
ian 
—" 
_ —_ 


“Well, trot her out!” the _ princeling 
stormed 
“For this pump may be her fit! 
By Jove, it is.... four, triple-A! 
Look here, old dame, she’s IT! 
+ * > 
“The clerk who fitted that spun-glass 
pump 
Was worth three times his pay! 
So long, old gals! Come, Cin with me, 
Today’s our wedding day!” 
J. Edw. Tufft 

















“This is ‘Twinkle Toes’ Kelly, your old dancing master, signing off. Goodnight all.” 





FROM the point of view of shoes, interest in the new 
midseason collections begins at the hem. The Paris 
couturiers give hems a wide scope. 

Not only have evening skirts outdone their August 
breadth, but day skirts, in silks and wools, have taken 
to voluminous swirling. Houses that ordinarily avoid 
flared lines as cats do water, are compromising now 
with 50 per cent flared, 50 straight. 

The movement of the swirling day skirts draws the 
eye inevitably to the hem, and makes footwear more 
conspicuous, more important, especially since skirt 
lengths remain unchanged. The conservatives continue 
their conservative lengths, while the majority that went 
in last season for the least possible amount of coverage, 
are now repeating. 

There is a trend, too, to shorter evening skirts. Ankle- 
length dinner dresses and evening tailleurs are in. 
Here the narrow skirt gets a break, often slit at the 
hem and giving the pump or sandal full opportunity to 
strut its stuff. Shorter evening skirts have good reason 
to go farther, even shorter, in the February collections. 

On the dressy side of short skirts, there are also 
numerous cocktail or cinema frocks and suits, with 
skirts in day lengths. Their “shoeing” will take special 
thought. The materials, sometimes sober like broad- 
cloth, taffeta, heavy ottoman, are frequently anything 
but. Gold lamés, silver suitings, satin-striped moire, 
pleated lace, go into these short-skirted frocks, and 
demand formal type of afternoon shoe, with the evening 
genre counted out. 

Looking up, the eye lights on wasp waists and on 
broadened shoulders. These with flared hems in day 
dress, produce the hourglass silhouette, if ever there 
was one. Day necks generally are high. Exceptions 
are in afternoon dress, in V-shaped or square fronts, 
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sometimes in low squared backs. Short sleeves, sleeve- 
less styles, are going over again. 

In the matter of color, there is only talk of mono- 
lone costumes, one color from top to toe. There is 
plenty of contrast in the fashions now on the boards. 
The color development that hits between the eyes is a 
blue-green or green-blue in the peacock gamme. This 
shifts from the green to the blue influence, and passes 
by various names, among them Persian blue and Vitriol 
green. 


FOLLOWING comes the pink earthy shade of terra- 
cotta, pottery or clay reds called Etrusque, Tanagra, 
and so on. Certain of these shades with certain of the 
peacock gamme are very successfully combined. 

The new browns are extremely dark and not par- 
ticularly reddish. The blues lean to light navy, to 


royal, with many subtle shades in between. Light 
blues, madonna, sky shades, Della Robbia, make a 
group to themselves. All the violines carry on, from 
light to dark, and influence the reds. Wine and berry 
reds are numerous. At the same time, more importance 
is seen for military reds—scarlets, vermilions. 

Strong pinks continue, carnation and peony shades, 
medium and light greens, with some of the darker 
greens in pine and olive casts. All yellows are used, 
especially lemon tones. Soft grays are coming out 
“strong” for evening, in lace, taffeta, chiffon, tulle and 


crepe. 


Paris Couturiéres Cable New Colors 
FOLLOWING the Midseason openings, a number of 
interesting cablegrams were received by the United 
Piece Dye Works. By special arrangement made last 
August with leading members of the French Couture, 
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Walking shoe being worn in Paris in 

light brown baby calf with bow 

above an oval opening, leather 

backed perforations and interrupted 
profile at back. 


if 
a % 
f P athe, 
: & 
g A - 
f _ 


“he” 


Platform pump in brown baby 
calf, stitched in cut-out design 


over an underlay of beige calf. 
Worn at the races. 


the U. P. D. W. has the exclusive privilege of repro- 
ducing in United-Dyed Certified colors the shades 
being featured in the collections of Molyneux, Creed, 
Jean Patou, Schiaparelli, Lelong, Chanel, Maggy Rouff 
and Marcelle Dormoy. 

All Schiaparelli’s new tones are bright and merry, 
inspired by old fashioned comedy. Many vivid greens, 
such as Pulcinella or Theatre, are being shown; also 
peacock blue called Comedy and a darker green called 
Kiosk. Many blues have a purplish tone such as Pierrot. 
Navy blues are on the medium side such as Fidelio. 


Bottine in black antelope worn by 

Schiaparelli the day of her opening. 

Vote the sloped back front of the 
platform sole. 


There are also several turquoise, like Watteau. A vivid 
red called Tabarin is quite emphasized. Purplish tones 
on the mauvish or lilac side are quite stressed, and 
four called Purple Shadow. A new purplish pink is 
called Mezzitin. A delicate pink called Rosewater is 
used for smart blouses. Yellows are also quite strong, 
especially two called Capitan and Footlight. They are 


used for blouses and full dresses. Domino and Moliére 
are very new. 

Lelong emphasizes many blues, mostly for afternoon. 
In the evening mode are sponsored delicate tones of 


[TURN TO PAGE 39, PLEASE] 


High-and-low outline in dark green 
suede incrusted with “curls” of baby 
calf. The heel is extremely high and 


Royal blue antelope pump with red 

antelope incrusted bow-knot and 

small motif in red at the center 
back. Worn at Longchamps. 


narrow. Seen at the races. 
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SHOES ARE NEWS 


4\\% 
\ 


Very short and very full—with or with- 

out pleats—is the new sport dress. The 

belt picks up the color of the square- 
toed and heeled shoes. 


uth 


THE Shoe Fashion Promenade, presented in connec- 
tion with the semi-annual luncheon of the Shoe Fashion 
Guild in the Grand Ballroom at the Biltmore Hotel 
in New York on November 16, more than lived up to 
its title, “Shoes Are News.” It indicated that, in the 
high style field at least, Spring footwear promises to 
be sufficiently exciting to rank as “news” on several 
counts, but most notably on the basis of color. 

Nearly six hundred luncheon guests of the Guild— 
leaders in the retail and fashion fields—formed an 
appreciative audience at the show, which was a fitting 
climax to the individual showroom openings of their 
Spring lines by the Shoe Fashion Guild members. 

Following the luncheon there were brief addresses 
by George Miller, president of the Shoe Fashion Guild 
of America, and by Herman Delman, president of the 
newly formed Uptown Retail Shoe Guild of New 
York, an association formed to co-operate with the 
Guild in the protection of shoe designs from illegitimate 
copying. 

Members of the editorial staffs of Vogue and Har- 
per’s Bazaar then presented fashion merchandising 
ideas for the coming season. In an animated dialogue, 
Miss Frederica Fox and Miss Eleanor Scully of Vogue 
discussed color co-ordination in Spring Shoes and 
costumes. “Sell More Shoes Through Fashion Pres- 


FOR SPRING 


entation” was the advice to retailers of Miss Esther 
Lyman, of Harper's Bazaar. “Give a shoe a name. 
Women like the idea and remember a name. Have at 
least one color promotion and tie it up with acces- 
sories,” were among her suggestions. 

Following these speakers, Mrs. Alice Dowd took over 
the microphone to present and explain the different 
styles which, as organizer of the show, she had chosen 
for the runway. The shoes had been assembled with 
the assistance of Miss Elizabeth Ambrose. Many of 
the costumes had been specially designed for the occa- 
sion. 

Nine groups of models showed important trends 
for Spring and Summer in shoes and costumes ensem- 
bled under such provocative titles as: ALL ABOARD 
FOR BERMUDA, HEEL HIGHLIGHTS, PLATFORM 
PLANKS, ELASTICIZED SHOES, EASTER PARADE, 
FASHION FLASHES, WORLD’S FAIR 1939, DANC- 
ING FEET and HAIL BRITTANIA! In the last 
group, one model appeared in a costume suggested 
for next year’s White House Ball to be given in honor 


The full skirt, the well-corseted waist line 

and spiky ess are important eve- 

ning trends for Spring, worn with jeweled 
platform $ 


\ 
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Brilliant Style Promenade Brings Shoe Fashion 
Guild Openings to Dramatic Finale and Forecasts Im- 
portant High Style Trends for the Coming Season. 
Bright Reds and Fuchsia Tones Are Highlights in 
Shoe Colors, to Be Coordinated with Wide Range 
of Costume Shades—Promising Patterns for Spring 


of their Brittanic Majesties. The atmosphere was 
cleverly created by two pages in velvet bearing the 
American and British flags and a Scottish piper in full 
regalia. And the colors of the flags were carried out 
im the red kid shoes, bright blue dress and white fur 
cape. 

The timeliness of this final group—the big “sur- 
prise” —was typical of the entire show, which had been 
planned as a series of stimulating suggestions to the 
retail merchant. As Mrs. Dowd explained in her in- 
troduction, the nine groups of shoes and costumes 
shown on the runway were intended to give the retailer 
a wide choice of promotion possibilities. It was obvious 
that they were not offered as typical of the merchandise 
which would make up his volume business, but were 
definitely high style promotion ideas. 

As such, the ensembles shown were more than usually 
stimulating and suggestive of new types of coordina- 
tion and promotion. 


Color Is News! 
Throughout the show, color and color coordination 


was the highlight. And the color that flashed down the 
runway most often was red. Flaming hibiscus, bril- 
liant fuchsia, scarlet and light and deep wines. Over 
and over again it appeared, sometimes in whole shoes, 
sometimes just in trimming touches on white, black 
(often patent leather) or blue. It ‘was worn with all 
kinds of costume colors in the most exotic combina- 
tions—with sea greens, citron yellows and a variety 
of blues, as well as with blacks, grays and navy blues. 
For evening, the reds were in the fuchsia and cerise 
tones, and worn in the same brilliant or subtle color 
combinations as in the daytime costumes. Red is so 
important for Spring that even the tans, in all-over 
shoes and as trimmings, have a decided reddish cast. 

Three color trends in costumes were noted in “Fash- 
ion Flashes” as important to watch this season—mono- 
tone, tone on tone and multi-color. These ideas were 
also carried out in shoes. 

Short, very full skirts for resort wear, short skirts 
for all daytime dresses and the possibility of some 
shorter-in-front evening gowns, were the forecasts for 
the Spring silhouettes which should gladden the heart 
of the shoe merchant. All of these highlight the shoe. 


Soft and feminine continues to be the 
trend for the Easter costume, worn with 
flattering elasticized shoes. 


Even the predictions for Easter suggested that the accent 
might sometimes be on the shoe instead of the bonnet. 
In some cases, the accent may be on both. 


Heels, Platforms, Elasticized Shoes Are All News! 


These three most interesting recent developments in 
shoe treatments were highlighted in three separate 
groups by a collection of startling and beautiful 
models. The “upside down” heel of natural wood, the 
triple grooved leather heel, the hooded heel and a 
fluted “World’s Fair” heel were outstanding. The sug- 
gestion was made to “base a promotion on interesting 
types of heels to be worn with different types of 
clothes!” 

A great deal was done to show the possibilities in 
platform soles all through the show as well as in the 
special group on platforms. Jeweled platforms, plat- 
forms in brilliant color contrast to the shoe, but often 
matched to the heel and to one costume color; triple 
soles and a three-inch satin “footstool” all were shown. 

A clever idea was developed in the costumes worn 
with the elasticized shoes. With these glove fitting 
patterns, sometimes softened with shirring, little shirred 
elasticized jackets were worn. In one case, an elas- 
ticized belt was used instead. Some of these shoes 
were constructed entirely, some partly, of elasticized 
material. The comment was made that they present 
special problems of construction and fitting, but must 
be definitely included in the Spring picture. 

[TURN TO PAGE 42, PLEASE] 
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LAST MINUTE PLANS FOR A 


BDRESSED in holiday attire and shown in a bright, 
colorful holiday atmosphere, every item in the shoe 
store becomes “giftable.” Build your Christmas pro- 
gram with that idea in mind and you'll have a solid 
foundation for a successful season. 

Start with a check-up of your merchandise to assure 
ample stocks of popular gift items in the best selling 
price lines—and decide what novelties, if any, you 
will add ; novelty items not regularly carried to “sweeten” 
the whole. Also get the gift boxes, fancy wrappings, 
ribbons, and so on to dress up the merchandise, and 
make attractive gift packages. One store I know sends 
out everything possible in attractive gift boxes tied with 
matching string—they have become literally “walking 
ads” for the store because everyone has learned to 
recognize them. 

Among the gift possibilities for men are shoes, slip- 
pers, hose, overshoes, shoe bags and cases, sport shoes, 
riding boots and accessories, hunting boots, spats, trees 
to which might be added interesting leather novelties, 
and if you carry hose have some matching ties. Avoid 
getting extra items that require a line of sizes. 

Gifts for women include shoes, slippers, hose, hand 
bags, buckles, ornaments, fancy heels, galoshes, shoe 
bags, trees, garters, ski shoes, skating shoes, golf shoes, 
to which may be added such items as unusual novelty 
jewelry, hair ornaments to match evening slippers, 


by R. E. ANDRUSS 


novelty handkerchiefs, perfume in interesting packages, 
luggage—all in styles that are different enough to be 
featured as “gift scoops,” there is no point in stocking 
a lot of extras that simply duplicate the things shown 
in other stores as regular stock, with better selection 
than you can show. 

For boys there. are shoes, hi-cuts, scout shoes, 
galoshes, hose slippers, leggings. For girls, shoes, hose, 
slippers, party shoes, leggings, galoshes, rubbers. To 
these suggestion lists add or subtract, but get a check- 
up that overlooks no possibility. As I said at the start, 
good presentation in a real holiday atmosphere will 
make most every item a gift item. 

December is an emotional month. Customers wander 
and wander. They want to see and examine and con- 
sider the merchandise at their own pace, but have 
speedy, efficient service when their decisions are made. 
They need the stimulation of Christmas decorations; 
entering a store bare of holiday atmosphere puts a 
quick end to the desire to do gift shopping there. 

Combine decoration and display in a holiday setting 
that surrounds customers with gifts and glamour; that 
makes them look and loosen; pause and purchase. 
And tie the whole campaign together with a timely, 
distinctive symbol to identify all advertising and dis- 
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play. When both design and color are combined in this 
tie-up, the campaign is that much stronger. The ac- 
companying sketches suggest such a tie-up, but first 
let’s consider merchandise display in the store. 

The “sampling” idea is most practical for gift 
displays. A sample of every gift possibility in the store 
is put out on display in convenient groupings. Delicate 
merchandise in protective wrappings of cellophane; ex- 
pensive ones in show cases; the drab, prosaic items 
dressed up in gift wrappings; and all arranged so 
that the gift seeker will feel quite free to browse 
around. On each item should be a descriptive price 
ticket that gives information helpful to the customer in 
making inspection and comparisons. Such tickets will 
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W indow on opposite page is arched with silver stars on 
blue ground just back of the glass. White background 
panel is cut-out star edged with tinsel. The star may be 
backed up with cellophane, and have a Christmas scene 
sketched in blue on silver six or eight inches back of 
the star, illuminated by lights on flasher. Or space 
back of star may be used for merchandise features. 
The smaller stars are silver cut-outs pasted on, or may Display panels covered with starred paper 
be cut-outs with flicker lights back of colored cello- make good tie-up backgrounds for cut- 
phane backing. out trees, etc. 











MERRY CHRISTMAS SHOE STORE 


If You Haven't Already Decided What to Do to Make Your Store 


a Holiday Headquarters, You Still Have a Chance if You Hurry! 
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For a gift booth use 
upper panels of white 

oard, with silver 
cut-out stars, blue 
mouldings (white pa- 
per with silver stars 
can be substituted.) 
Lower panels are blue 

with silver stars. 
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MIND YOUR OWN BUSINESS! 


Hews to Make Money in the Shoe Business. A Formula 
Proposed to the Canadian National Shoe Retailers Asso- 


ciation at Their Recent Convention in Toronto 


by AKTHUR LIVERS 
President of Frank Brothers, New York 


WHEN we were very young, we were told to “always 
mind your own business” and, I am certain, that all 
of you have likewise heard that other maxim, “a shoe- 
maker should stick to his last.” Good maxims, these, 
for any business, but especially good for the shoe 
business! How many of us follow these wise sayings? 
How many of us really do “mind our own business.” 

Many of you are buyers for shoe stores, department 
stores or own your own businesses and buy your own 
shoes. Many of you have neighborhood shops or spe- 
cialty shops or “volume shops.” It is impossible, there- 
fore, to talk and to affect each of you alike, and so I 
can only speak my mind in general terms. You will 
have to see how closely my thoughts apply to your 
own businesses. Of one thing I am certain, however— 
you all buy shoes! 

Let’s see now, what is a buyer? I dislike intensely 
that word “buyer” and I dislike it particularly, because 
of the definition that Webster gives it. It is lived up to 
by too many buyers. Webster says—“A buyer is one 
who acquires property by giving a price”—(and to 
make it worse, here is what follows)“Purchasing as 
opposed to selling.” Mind you!—Buying as opposed 
to selling! 


@H, I know that Webster did not have us in mind 
when he wrote that definition, but his definition, never- 
theless, affords me the opportunity to indict those 
buyers who are not sellers. Those I indict may not be 
opposed, but they certainly do not help selling. How 
much better this definition would be if it said: “A 
buyer is one who acquires property by giving a price, 
with the definite idea of to whom, where, and when he 
will sell this property at a higher price.” I want to 
emphasize particularly the phrase “with the definite 
idea of to whom he will sell.” 

How does a good buyer know to whom he will 
sell. By being down on the floor—by selling—that’s 
how he will know how to buy. Now, I do not want to 


go into a long story of why buyers aren’t good sellers. 
But if a good buyer must be a good seller, then let’s 
see what the “set-up” is in the average shoe store or 
department store. 

Your business consists of two groups of customers. 
Those who have been coming into your shop, year 
after year—and new customers. Let’s forget about the 
new customers, for a few moments, and stick to your 
old customers. Year after year, they come in, expecting 
to find that certain kind of merchandise to which they 
have been accustomed—that certain quality, that cer- 
tain type, that certain price range. You can give thanks 
for that grand old army of “old customers.” In every 
one of your shops they represent the major part of your 
business. Remember, your business. 


BEBUT, gentlemen, do you “mind your own business?” 

Have you ever given thought to why, in your own 
business, there is that constant loss of customers? Why 
do new ones come, and old ones go? Why should that 
rapid turn-over of old customers exist? There must be 
reasons—and from my experience in the shoe business, 
I say, it’s because you don’t “mind your own business.” 

Instead, you spend too much of your time, too much 
of your advertising appropriations, and too much of 
your merchandise money, minding the other fellow’s 
business! You concentrate so much on “stealing” his 
customers, that you have no weapons left to stop him 
from stealing yours. You spend money trying to find 
out what his customers want, when you definitely know 
what your own customers want! 

You shop his windows, see his “platforms” and im- 
mediately become scared—even though you know that 
your own customers won’t buy “platforms.” You read 
the trade journals and “wedges” seem to you to be a 
definite necessity, even though your own customers 
don’t want them. You're scared—and I sympathize 
with you. But, I say again, above everything else, 
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Editor’s Note 


No finer spirit of reciprocity has been expressed than 
that which exists in the shoe industry between the 
United States and Canada. Canadian merchants come 
to our conventions and style shows and annually they 
expect Mr. Livers to come to their convention as shoe 
ambassador from the United States. He was feted and 
flattered no end at the recent Toronto convention and 
@ group of Canadian merchants came to his store last 
week to express thanks for the speech he made. Here 
it is! 


ARTHUR LIVERS 


> 


“Mind your own business.” Maybe there is a way to 
“mind your own business” and still not be scared. 

Go back over the years. Were you ever dreadfully 
“stuck” with a strap—an oxford—or a pump? Isn’t 
it a fact that it’s the so-called “hot styles” and “hot 
colors” that you inevitably get stuck with? That’s not 
because the styles are wrong, or the colors impossible— 
not by a long shot. It’s because your customers don’t 
want them—but the other fellows did. I astounded a 
gathering of the National Shoe Retailers Association 
last Spring, when I told them, that although the entire 
country was going wild about the color called “Lug- 
gage” or “Carrot Tan,” I did not have a pair in my 
stock. My customers wanted black and blue and I 
“minded my own business.” 

“Render unto Caesar what is Caesar’s.” 
“Don’t bite off more than you can chew.” 


“The other fellow’s grass is always greener—” 


You recognize these wise sayings, don’t you? Then, 
if there are shops in Canada that want to sell everything 


that is “hot,” new, and crazy—let them have that busi- 
ness. There are thousands of people that don’t want 
“platform” shoes—don’t want open toe shoes—don’t 
want Plum or Vintage, or Burgundy. Do you number 
them among your customers? You ought to know. 
Buy for them—first, last and all the time. They are 
your business—mind it. You are all limited to a 
definite stock. Remember, please, that every pair you 
take away from your own customers’ selection, to 
“steal” the other fellow’s customers, permits the other 
fellow to “steal” your customers away! 

And that brings up an interesting point for discus- 
sion. That matter of “volume.” 

I suppose every one here is generally satisfied, in 
ordinary times, with a 10 per cent increase. Modest, 
isn’t it? Certainly. So, with a 10 per cent increase, in 
ten years you should double your business, and in 20 
years quadruple your business—or do you? Of course 
not. Check your own figures right now—without add- 
ing any new units to your business, where do you 
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OUTLOOK 


By ARTEHEUB D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


An Uneommon Season in Shoes 


THE importance of weather to the state of retail busi- 
ness was never so evident as in this Fall of 1938. At 
least not within the memory of living merchants. We 
are beginning to realize that weather is the most im- 
portant thing in retailing for a very peculiar reason. 
The public’s mind is in such a fog, filled up with so 
many rumblings and grumblings that it takes a sharp 
break in weather to turn mind and money towards 
merchandise. 

An exceedingly warm September, October and No- 
vember permitted people to drift along with their old 
things and until a sharp, definite change in weather 
came, there was nothing to force the human animal to 
the realization of the need for new and seasonal things. 

In a way, the old method of anticipating your needs 
is fast-slipping out of the habits of Americans. Once 
we bought our Winter fuel in mid-Summer, purchased 
our supplies and piece-goods for the making of apparel 
in advance of the season so that a well-organized 
household might have everything on hand from knitted 
socks to peach preserves for the Winter to come. But 
that day has gone forever. We live today in a con- 
ditioned world. The heated automobile, the heated 
home, make a light garb possible the year round. Our 
stores give us food and supplies for today’s meals, 
today. To keep pace with the rapid swings of style, we 
buy today’s clothes today and in many cases they have 
been manufactured the day before. As merchants we 
have to accept the public as we find it, but shoes 
cannot be made for store merchandising without an- 
ticipation. 

That’s the true justification of the function of the 
merchants. To plan and promote so that the public 
may be satisfied with both whim and need. So, if we 
can make one explanation for the very unusual retail 
condition this Fall, it is that the public at large has 
not been fully aware of the fact of need for change into 
a Fall season of dress. So uncommon a season, in so 
unusual a year, makes it a freak which we hope will 
not soon occur again. 

One very alert New York store staged a snow storm 


in all of its windows, with a realistic whirlwind of imi- 
tation snow, in the hopes of moving the public mind 
into the mood for the purchase of new and seasonal 
things. But it was of little avail for the warm weather 
continued. 

The human animal is no longer thinking ahead. He 
is living today’s today. What's to be done about it? 
That is the question. Sell what you have in sharp 
clearance. Take your losses and prepare for the bulge 
that will come with the first major change in the 
weather schedule. In an uncommon year, that is about 
the only thing to do. 

Weather is news and the Shoe Fashion Guild says: 
“Shoes are news.” Paul Kirsh of Los Angeles told us 
that the shoe business is like a newspaper. You wouldn’t 
buy a copy if the same headlines appeared in each 
day’s newspaper. You've got to headline your styles— 
monthly, weekly and perhaps sometimes daily—to jar 
the public out of their dull, listless lethargy. You are 
appealing to the same audience—hold their interest. 

The public evidently has the money for fun, frolic 
and football and you can bet your bottom dollar that 
the money that wasn’t spent for shoes within the past 
three months is money gone forever. You might have 
the feeling that the American public has worn out 
shoes going places—but that’s only a theoretical hope. 
The realistic present points very clearly to the fact 
that shoes for utility are a small part of the shoe busi- 
ness. You’ve got to have what the public wants when 
it wants it and you must present it in a manner of news. 

There are more news items in shoes today than in 
any other apparel. Elizabeth Hawes, the great American 
designer of women’s clothes, cut off the front of eve- 
ning dresses to reveal the uncommon shoes, even though 
the back of the dress might trail on the floor. 

Signal and significant changes are appearing in shoes 
because it is commercial necessity to put footwear in 
the public eye. One has but to notice the trend in 
metropolitan centers for small families to live in a room 
and a half and a closet—to realize that people must 
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Special steel shank riveted to 
outsole along OUTSIDE edge 
where foot first comes in con- 
tact with ground. 


Heel higher and 


longer on IN- 
SIDE to act as 
pivot and make 
you walk with 
toes straight 
ahead. 





Those little drawings right above 


illustrate an idea that has sold 
millions of pairs of shoes for the 
Brown Shoe Company. They illus- 
trate our famous Tread Straight 
feature. It helps a man toe straight 
ahead as he ought to. It helps 
him pivot the foot into a “straight- 


away” direction. Men tell me it 


actually makes them feel taller. 
Well, we’ve put this famous fea- 
ture into our new Roblees at $5. 
If men liked Tread Straights in 
former lines, often at higher 
prices, will they buy the new 
Roblee Tread Straights at $5? 
The answer is “Yes.” The an- 


swer is Roblee. 


UNITED MEN’S DIVISION—BROWN SHOE COMPANY, ST. LOUIS 














Opening Its Doors on “Black Friday,” October 
29, 1929, the Day of the Great Stock Market 
Crash, Haney’s Shoe Store, Inc., Scored a Suc- 
cess at the Outset and Has Been Gaining 
Ground Steadily Ever Since — A Carefully 
Planned and Consistently Followed Merchan- 
dising and Promotion Program Has Contrib- 
uted in Large Measure to This Outstanding Rec- 
ord of Progress by a Nebraska Shoe Store 


@CTOBER 29, 1929, was Black Friday for many a 
U. S. citizen and will long be remembered as the day 
of the gigantic stock market crask that left more than 
a few long-established American business men facing 
hardships that appeared unsurmountable. Each year 
they hurry through that Fall day of unpleasant 
memories. 


ri 

But not so with Haney’s Shoe Store, Inc., of Lincoln, 
Neb. With this organization October 29 is a joyous 
occasion because on October 29, 1929, its doors were 
opened for the first time and the store started on its 
way to distinctive success . . . success that has come 
through progressive merchandising as well as through 
concentration on a few well founded business principles 
that are of interest to all shoe men. 

Mr. Haney and his present associates were connected 
with various Lincoln shoe stores for many years before 


Concentration on Good Lines Brings 


Sueeess to Lineoltn Store 
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Effective window displays, with frequent changes of 
merchandise, play a part in the promotion scheme of 
this successful Nebraska shoe business. 


they formed their present corporation. During these 
years they were making many friends. Also they were 
getting ideas as to why some shoe stores constantly 
progressed while others fell back in the race. Careful 
observation and reasoning led them to many conclu- 
sions that they have since proven to be correct. 

First and foremost of these was the conclusion that 
the selection of a few good lines and continuance with 
them was all important. As a result, the Haney Shoe 
Store has built its stock around two or three strong 
lines for both men and women. These are the Wright 
Arch Preserver and Jarman’s for men; for women, the 
E. P. Reed Matrix and Collegebred, the Bancroft 
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to speed delivery of its products, Massachusetts pushed 


a railroad through a mountain, 


cut a canal 


across a cape, constructed highways, landing fields... 


as ee 


MASSACHUSETTS’ 


superb transportation systems 


> 











PROVIDE OVERNIGHT DELIVERY TO MAJOR MARKETS 


Faster to market, farther to market... for nearly a century 
Massachusetts has been speeding up the transportation 
of goods — cutting the miles and the hours between 
Massachusetts’ manufacturers and their markets, first by 
rail and water and now by highway and air. 

An overnight train haul of 300 miles is here regarded as 
standard practice. With this radius, sweep a great circle from 
the center of Massachusetts. Within its arc lie all the impor- 
tant markets of New England and the densely populated 
areas in and about New York and Philadelphia. Encom- 
passed, besides New England, are all of New Jersey, most of 
New York State, half of Pennsylvania, part of Maryland 
and much of Delaware. Included are Montreal 
and Ottawa, with Quebec only slightly beyond 
the three hundred mile rim. Within this circumfer- 
ence are thickly dotted dozens of important market 
cities such as Albany, Schenectady, Rochester, 


Syracuse, Scranton, Harrisburg and Wilmington. Goods 
may load.at Worcester until 2:20 P. M. for delivery the next 
morning in Baltimore, 402 miles away. Within the states 
enclosed or cut by the three hundred mile circle of over- 
night delivery live 29.5% of all the people in the United 
States. Here are 42.8% of all industrial workers, 43.2% of 
all wages, and nearly 43% of all industrial establishments. 
Proximity to market is but one of the many basic 
advantages industry enjoys in Massachusetts, famed for its 
skilled, conscientious labor, its stable banking structure, it’s 
favorable climate and cultural facilities. The tax rate for 
manufacturing corporations is lower in Massachusetts than 
in any other industrial state. Massachusetts wel- 

comes new industry and helps it to succeed. Write 

today for “Industrial Advantages of Massachusetts”. 

THE MASSACHUSETTS DEVELOPMENT AND INDUSTRIAL 
COMMISSION - STATE HOUSE, BOSTON, MASSACHUSETTS 


IT’S PROFITABLE TO PRODUCE IN MASSACHUSETTS 
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1 THE three big weeks of 

the holiday selling sea- 
son are just ahead. If you 
have planned carefully and 
merchandised wisely, the extra 
volume you will enjoy during 
these next three weeks will 
make an appreciable differ- 
ence in your year's profit be- 
cause December is not ordi- 
narily a good month for foot- 
wear selling. 


YOUR windows are 

probably in need of a 
“freshening up" and rear- 
rangement today. This is par- 
ticularly true if you are not 
located in a large city. In 
smaller towns the same people 
look at your windows day 
after day. If they see the 
same thing each time they 
look, your windows will cease 
to pull. 


PREPARE another big, 

striking ad for today's 
paper to help make tomorrow 
a record Saturday. Play up 
your gift lines BIG! Don't get 
too many items in r ad. 
Use big cuts and B ven 
white space so your ad will 
be easy to read. Be sure and 
include some footwear in the 
ad. 


13 WHY not make an- 
other postal card mail- 
ing today, suggesting one 

item to your trade? These 


selling 
item or line that is not mov- 
ing. At the same time such 
mailings are good general 
publicity. 





me * 


9 YOUR newspaper adver- 

tisement today, for to- 
morrow's selling, should be a 
big, attention-getting display, 
featuring your holiday lines, 
such as hosiery, handbags, 
house slippers. However, 
footwear should not be én- 
tirely neglected and some 
space should be devoted to a 
showing of Winter style foot- 
wear, and possibly children's 
or men's shoes. 


HOW about a penny 

postal card mailing to 
customers, suggesting a holi- 
day gift box containing three 
pairs of your best selling silk 
hose? Provide a coupon space 
on the card so customers can 
fill it out and order by mail. 
Feature your phone number 
and invite phone orders. 


1 DURING this holiday 

season every salesper- 
son should be suggesting 
some one additional item to 
every customer EVERY DAY. 
Why not make up a list of 
items, assign one to each 
business day from now until 
Christmas and then see that 
every one on the selling floor 
carries out the plan. 


1 CHECK your stocks 

again today. Compare 
today's figures on your holi- 
day lines with those of a 
week a lf there are any 
i thet have not moved 
actively you had better do 
something about if, and DO 
IT NOW! If you don't get 
busy you may find yourself 
owning the goods Christmas 
morning. 


a 


~~ oe 
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» SHOE STORE CALENDAR 
for DECEMBER 


3 CHECK over your win- 

dow displays early today 
and make sure they are 100 
per cent selling windows. 
These are the days when the 
streets are crowded with “win- 
dow shoppers” looking for 
ideas to solve their gift prob- 
lems. Will your windows help 
them? Is there a price on 
every item in the window? Do 
you have striking display 
cards? 


7 CHECK your stocks to- 
day. Have a special 
check sheet for your holiday 
items so you can pay particu- 
lar attention to stock condi- 
tions here. These are the lines 
on which you MUST be 
cleaned out by Christmas if 
you do not want to find your 
entire profit tied up in unsold 
merchandise on Dec. 26. 





15 IF you found your 
stocks uncomfortably 
big on any gift items when 
you made yesterday's check, 
get those items in the win- 
dow and in feature displays 
with cards that demand at- 
tention. Get the same items 
out on display inside the 
store, too, and tell all sales- 
people to push them. 
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3. Me “you have a “Hosiery 

in your store? 
care ions find such a novel 
arrangement helps to draw 
attention to this profitable 
line. Consult your fixture 
manufacturer's catalog, or, if 
you are handy with tools you 
can construct your own. 
Watch for hosiery “outs” on 
colors and sizes now. 


12 WHAT can you do to 
the window displays 
today to make them look dif- 
ferent? You can change the 
arrangement at least. Are 
you getting good results from 
your selling tables inside the 
front door? If not, perhaps 
a change in the merchandise 
will help, or perhaps a change 
in the table arrangement. 


1 YOU will need another 

big, forceful ad in to- 
day's paper, for Saturday 
selling. Make it a good one 
for tomorrow will probably be 
the last BIG Saturday of the 
holiday season. Next week 
Saturday comes too close to 
Christmas to be a really big 
selling day. Get every pos- 
sible dollar tomorrow! 
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Christmas comes but once a year, and to the shoe 
store it brings an opportunity to publicize, pro- 
mote and profit by the sale of many items of 
merchandise in addition to shoes. Plan now to 
make your shoe store a holiday gift shop 


17 SEE that every sales- 
person is fully posted 
as to the items that must be 
cleared in the next few days, 
for today is the day to get 
rid of a large part of such 
merchandise. Use your win- 
dows and your selling tables 
to keep pressure on all gift 
merchandise. 


91 Today you should find 

holiday lines practically 
cleaned up. If they're not 
you're in for a carryover! 
Examine the results of your 
check of staple footwear 
stocks carefully. You may 
want some specials to liven 
up next week's selling and 
your stock check will show 
where to find them! 


99 THIS might be a good 
day to go through 
your supply room and inven- 
tory your window and interior 
fixtures. Lay aside those that 
need repairs or refinishing. 
Make a list of new things that 


you need. Get the place in 
order, so that you can start 
the New Year right! 


99 WHAT sort of a back- 
ground trim have you 
planned for your windows 
when you remove your holiday 
trim on Saturday night? You 
should have something in- 
teresting. Don't leave your 
windows looking bare and un- 
interesting after the holiday 
season, as so many merchants 
do. Then is when you need 


GOOD displays. 


9 A HOLIDAY—and this 

calendar has just one 
suggestion for you. Forget 
the shoe business for another 
24 hours! 


30 IF you are to have a 
newspaper ad today, 
it can be nothing more than 
a New Year's greeting to your 
customers, for tomorrow you 
may be sure will not be a 
good business day. Have you 
prepared a sign to place in 
the window tomorrow an- 
nouncing Monday's closing? 


19 USE your windows this 
week for displays of 
holiday sellers that can be 
changed quickly. If you have 
just a few of an item left that 
you want to clear, put in a 
little display and then change 
it as soon as the item begins 
to sell. Keep your windows 
changing. 


9 YOU may want a small 

ad in today's paper 
featuring a few offers for last 
minute gift shoppers, but the 
chances are that you will not 
run any kind of ad, because it 
will not pay. Put all the odds 
and ends that you want to 
clean out, in your windows— 


and CUT the prices! 


97 THE day after the 
Christmas holiday usu- 
ally brings a lot of returns 
and exchanges. Serve these 
people cheerfully for many of 
them are not regular custom- 
ers and the impression you 
make on them today may 
bring them back again to buy 
from you. 


31 HAVE you made some 

selling plans for Janu- 
ary? Are you all ready for 
1939 with a program that you 
believe will bring you your 
full share of the town's shoe 
business? Then we will say 
HAPPY NEW YEAR to you 
and may you spend the next 
two days enjoying it. 


9 TOO late now for an- 
other mailing before 
Christmas unless you have 
some one item on which you 
urgently need pressure. In 
that case try a postal card 
mailing. If you have been 
adding new names to your 
list during Holiday season, it 
should have grown consider- 
ably these last few weeks. 


9 LAST shopping day be- 

fore Christmas. Re- 
move all decorations, trims 
and cards suggesting Christ- 
mas before you leave the 
store tonight. Put in staple 
footwear trims with one sec- 
tion given over to a card an- 
nouncing that the store will 
be closed all day Monday. 
Have the store ready for 
“normal” business next Tues- 
day. 


9 THE last time you will 

check your stocks this 
year. Let us hope it finds 
them clean and in ideal shape 
for the annual inventory. And 
now be honest with yourself— 
haven't you found this weekly 
stock check very much worth 
all the time and work it re- 
quires? 





hollywood 


A miniature “Puss In Boots.” Five-year-old Janet 
Chapman of Warner Brothers, was garbed to 
ride until someone remembered a pair of No. 9 
boots on the studio lot. Result—a yound lady 
almost entirely surrounded with leather. 


HK EYNOTING the newest fashion fillips to come from 
the Hollywood style center are the all-leather spectator 
sport costumes. Designed to ward off wintry winds, 
these costumes in a gay alliance of color and traditional 
design are to be noted at most of the sports events 
attended by the screen luminaries. 

Penny Singleton, playing the leading feminine role 
in Columbia’s “Blondie,” wears two of these leather 
costumes to dovetail into the routine of her daily sched- 
ule. One is patterned after the traditional British 
“Burbury” and is a “Blue Boy” three-quarters length 
coat. The dress is caught at the throat with multi-colored 
thong lacing. A sailor hat of matching blue antelope, the 
same material as used in the coat and dress, and a large 
pouch purse of the same leather complete the ensemble. 
A fitted princess line dress and full length coat of black 
antelope, lined with cardinal red leather, is another 
striking costume of Penny’s wardrobe. 

The angle that makes this column is that with both 
outfits a considerable amount of the new suede jewelry, 
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footnotes. 


by &k.r.t. 


on Young's Green Lizard Sandals . . . Nan 
Grey and the Queen Alexandra Influence ...M-G-M 
Experiments with “Non-slips” . . . Ann Sheridan’s 
“Branded” Shoes . . . Lana Turner Wears Trans- 
parent Sandals . . . Orry-Kelly: Star Stretcher .. . 
Not a Thread in Anita Louise’s Riding Costume. . . 
Ombred Hose for Slender Legs . . . Custom Skating 
Boots . . . Luise Rainer’s Gladstone Handbag. . . 
Joan Crawford's Tinkle Toes 


created especially for these costumes, is being worn for 
the first time. Leather jewelry and accessories of this 
nature should find a ready sale in many first class shoe 


and department store accessory counters. 
* * ” 


” 


Playing in the technicolor picture “Kentucky,” now 
in production at 20th Century-Fox, has made its star, 
Loretta Young, especially color-conscious. This inter- 
est has extended to Loretta’s footwear, for with her 
newest suit of green tweed she wears a pair of green 

[TURN TO PAGE 41, PLEASE] 


Irene Rich, N. B. C. dramatic star, in backless 
pajamas of brown linen, worn with matching 
sandals. Her sun cap is sleek white sharkskin. 








1-—PROFITS ... Natural Bridge Shoes give you the mark-up you demand. They're designed to 
sell 80% of your customers, and build a BUSINESS, not a side line. 


2-POPULAR PRICES... Natural Bridge Shoes sell in the price range from $5 to $6, that “golden 
medium” in which there is not only constantly repeated demand, but real profits 


for the shoe retailer. 


3-—STYLE ... Beautifully and smartly styled to the very tick of the times, Natural Bridge Shoes 
gives you the steady selling, smart designs that bring repeat sales; not hazardous 
styles that stay on your shelves, but styled fast enough to appeal to the most Style- 


Conscious Woman. 


4-—CONSTRUCTION FEATURES THAT SELL... Natural Bridge Shoes give you everything you 
expect to find in conventional Arch Type Shoes PLUS the superlatively fine work- 
manship that compares favorably with shoes sold in the higher price ranges. 


5—IN-STOCK SERVICE... Believe it or not, Natural Bridge has an IN-STOCK Service that really 
works. When you order Natural Bridge Shoes you get them quickly ... Less money 
tied up ... More active stock .. . More profits. 


G6@—ADVERTISING ... Comprehensive and dynamic National Advertising in the Nation's most 
powerful publications. Smartly styled advertisements and mats for local newspaper 
tie-ins. Gorgeous window displays and effective direct mail folders. 


7—DEALER HELPS AND SALES MATERIAL FOR THE SHOE FITTER... Natural Bridge offers 
its dealers a wide selection of effective and profitable aids to bigger sales. A down- 
to-the-fitting-stool educational plan to sell more Natural Bridge Shoes. 


S—REPUTATION ... Natural Bridge Shoes are a thoroughly established brand, produced by a 
house of integrity. They have a record of 50 years of honorable service to their 
customers, producing well made, keenly styled footwear, with the finest name ever 
devised for Arch Type Shoes— Natural Bridge. 


EVERY MERCHANT owes it to himself to investigate the 


New Natural Bridge Line and Franchise Plan for 1939... 


Write or Wire today to assure a personal presentation. 
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Didtecsion of Duty on Higher Grade Women's 
Shoes Exported to United Kingdom Pleasing to 
Some Manufacturers, but Makers of Men’s Shoes 
Disturbed by Lowering of American Duties on W elts 
Imported into the United States—Wide Divergence 
in Wages Between American and British Workers 
Pointed Out—Manufacturers Association disinclined 
to Give Snap Judgments, Says President Jay O. Ball, 
When Agreement Involves So Many Workers in 
Agriculture and Other Industries Whose Prosperity 


Affects Shoes. 


JAY O. BALL 


President, National Boot and Shoe Manufacturers Association. 


Shoe Industry Coneerned Over British 


Trade Agreement 


THE shoe industry is naturally concerned over the 
Reciprocal Trade Agreement recently consummated 
with the United Kingdom, according to a statement by 
Jay O. Ball, President of the National Boot and Shoe 
Manufacturers Association, Chrysler Building, New 
York City. 

“Some American manufacturers of women’s shoes,” 
said Mr. Ball, “are pleased with the reduction of duty 
into the United Kingdom on women’s shoes valued at 
$3.33 per pair and more. The former duty was reduced 
from 20 per cent to 15 per cent, a 25 per cent reduc- 
tion. American shoe manufacturers exporting shoes to 
Canada are also pleased with the reduction of duty 
into Canada from 35 per cent to 30 per cent.” 


Not Favored by Industry as a Whole 


“American manufacturers of men’s shoes, however,” 
continued Mr. Ball, “are disturbed because of the 50 
per cent reduction in duty on men’s welt: boots and 


shoes imported into this country, valued at $5 per pair 
and over. Neither does the sliding scale of duty from 10 
per cent to 20 per cent on men’s leather welt boots 
and shoes, valued under $5 down to $2.50 per pair. 
appeal to American shoe manufacturers in some of the 
lower price ranges. This involves a reduction from the 
former 20 per cent import duty on such shoes valued at 
more than $2.50 per pair. American manufacturers of 
men’s boots and shoes are also concerned over the fact 
that under the favored nation clause, other favored 
nations exporting shoes to this country will receive the 
same benefits. 

“In the opinion of some shoe manufacturers making 
both men’s and women’s shoes, the reduction in duty 
hy the United Kingdom of 25 per cent on women’s 
shoes valued at $3.33 per pair and more, and the re- 
duction in duty from 35 per cent to 30 per cent ad 
valorem on shoes into Canada, even with prospective 

[TURN TO PAGE 46, PLEASE] 
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VER since the birth of the new Hamilton-Brown, last summer, all the resources and all the 
energy of the new management have been pointed toward the present season —the 
first to show the full effect of general line organization along modern lines. . . . 


No age-old traditions nor ingrained prejudices stood over the men responsible for the new 
lines. Their enthusiasm and initiative had free play. The result is something really new—a 
general line bristling with new lasts, imaginative styling, resourceful production and real values. 
To retailers who are looking for new shoes to vitalize their business, the new HAMILTON- 
BROWN Lines offer a real opportunity for action and profits. The character and extent of 
the lines are shown here and on the next five pages. See the lines. Compare them. Seeing the 


HAMILTON-BROWN Lines is a “must and “want to" for all types of retailers this season. 


Shree NEW JUVENILE AUN 
ey 
retail at $2.50 to $9 WER 


New This Season: A line of Twinkie Welts 
in widths and in size runs11'/-3, 8'-11, 61-8. 
Entirely new lasts which conform to the feet of 
modern youth feature this new line. 


retail at $2.50 to $3 WA RARIaga dee 


A line of Twinkie Shiccas—light, airy, imag- 
inatively styled. New lasts give excellent fitting 
qualities. Patterns have equal appeal to parent 
and child. Size runs, 11'-3, 81-11, 6'/2-8, in 
widths. 


on IE EEE” 


This line of Twinkie Compos and Compo Welts > / 
is sure to go places. Plus after plus was added es | 

to give retailers a stand-out value in this line. SA 
Patterns are delightful, exceptional quality at 4; D> 

the price. Size runs,11'/-3, 81-11, 52-8, 2-8. A 2 
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stand as against 20 years ago? Double 
your volume? No, gentlemen, in the 
main, you all go on doing about the 
same business, year after year with in- 
creases in the good years and decreases 
in the bad years. Nobody is letting you 
get away with anything. So, can’t you 
see, as individuals, that to get your 
increases you must lose none of your 
own business. By “minding your own 
business”—stopping the other fellow 
from stealing your customers, you will 
at least show no decreases. 

Now, mind you, I am quite mindful 
of fashion, and please, please, let us dis- 
tinguish between “fashion” and “style.” 

Style is what your old customers 
find, right now, in your store, because 
IT (whatever IT is) fits them—looks 
nice—suits their age—is becoming— 
and fits into their general scheme of 
clothes. That’s style! 

Fashion is what the other women 
are wearing—everywhere up and down 
the street. It’s not what your old cus- 
tomers would like to wear. At best, it’s 
what she is afraid not to wear. I do 
not advise you not to be mindful of 
fashion. But be smart. Be careful. 


Be mindful only to the extent that your 
own customers are mindful of fashion 
and to the extent that your own finan- 
cial resources permit you to be mindful 
of fashion. 





















SAINT LOUIS 


[CONTINUED FROM PAGE 25] 


We must realize that with the way 
things are going on in the United 
States and in Canada we are not in a 
shoe business anymore, but in a sort 
of millinery business. Every six weeks 
something new comes up. It’s exciting, 
and it’s what I always thought I 
wanted to see happen. But, now that 
it’s here—I don’t know. 

It seems to me that most of us can’t 
exist successfully if the shoe business 
is going to take the form of a mil- 
linery business. You know that, ba- 
sically, a shoe is a covering for a foot. 
And, the more comfortable the cover- 
ing, the more desirable the leather, the 
more correct the color and the prettier 
the shoe is, why then the more suc- 
cessful will you be with that kind of 
merchandise. But at no time can the 
manufacturing or the retailing of shoes 
be done like the millinery business, 
unless the same conditions that exist 
in the millinery business exist in the 
shoe business. ist—There should be 
no 80 sizes. 2nd—There should be 
only two lasts. 3rd—Deliveries should 


be available in two weeks. 4th—“Mark- - 


ups” should be higher. 

Now, since these conditions do not 
exist in the shoe business and since we 
are, apparently, in the millinery type 
of business, how can we meet this 
situation successfully? If you think 


WOMENS STYLE LINES 


Quality of materials and 


types of distinctive design 
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MIND YOUR OWN BUSINESS! 








retail at $5 


al 


Retailers who 
will marvel at the style and quality in this line. 









you should have a fashion that your 
own customers are not asking for, but 
perhaps the other fellow’s customer 
may ask for, and I agree that maybe 
you should—how then are you going 
to “mind your own business” as I 
demand? 

Be smart! Let us have fashion— 
without punishment. And, let me sug- 
gest how. 

Follow the French! You know what 
I mean. You can’t ever buy a novelty 
shoe in Paris, and get delivery out of 
stock. You must wait for it. The 
French do it—and you can do it, too. 

I happen to be president of Frank 
Brothers in New York. When “fash- 
ion” came in, about twenty years ago, 
Mr. Frank (who has since died) felt 
that none of his customers wanted any 
of those “fancy” shoes. He was not 
on the floor—he did not know—and he 
was wrong. True, most of his cus- 
tomers didn’t—but a great many did. 
Things move in cycles. For the past 
five years I have stepped up the styles, 
but I, too, find myself in the same 
position as did Mr. Frank. Things are 
moving pretty fast in fashion—faster 
than I want them to. What then do 
I do? I'll tell you. 

When colored alligators were the 
vogue two years ago I had an entire 
window of alligator pumps in eight 





production refinements 


expected only in shoes retailing at higher prices 
feature American Lady. Sbicca process. Included 
ore American Lady Formedics, Littleway Arch 


and fitting qualities. 


JSashion Crest 


Compo construction features the Fashion Crest line. 
The wanted styles in $4.00 retailers are all here—with 
that important dash of individuality. Included is a line 
of welt arch types—Fashion Crest Archmedics. 


ma retail at $3 


For fast selling at $3.00 retail Helene Novelties will 
prove a boon to retailers playing this game. Compo 
construction throughout with some arch types included. 





SMONE retail at $2 
have a demand for $2.00 shoes 


SAINT LOUIS 
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different colors. And my entire stock 
was right in the window. I wasn’t 
hurt. I lost a few sales, perhaps, to 
customers who wouldn’t wait; made a 
few sales to new customers; but got 
nothing from my old customers. But, I 
showed the world that I, too, was in 
fashion. When “wedges” came into 
fashion last Spring, I had 48 pairs 
of them. I bought only 48 pairs be- 
cause I knew that if my customers did 
want them I could always buy more. 
It so happened that they didn’t want 
them—but I had them to show that I, 
too, knew what fashion was. 


Platforms Are “Hot” 


Now “platforms” are hot. We've 
got them. With a stock of about 12,- 
600 pairs of shoes, I have about 400 
platforms. I’m “minding my own busi- 
ness.” I'll find out whether my cus- 
tomers really want them. I’ve got an 
entire window of them, and, confiden- 
tially, nobody is breaking my doors 
down to get them. But I'll find out 
whether they want them—you bet I 
will. And, if they don’t—I’ll be stuck 
with only 400 pairs. 

Now, mind you—you fellows who are 
in the fast moving chain stores may 
be saying—“Oh, yeah?—but by the 
time we find out, the other fellow will 
have stolen our business.” He won’t, 
gentlemen. Not if you are on the floor 
—Not if you’re a “seller” before you’re 
a “buyer.” You'll know about it fast 
enough. 


In conclusion, remember this—What 
do your customers want? Buy shoes 
for them. What do the other fellow’s 
customers want? Buy for them also, 
but buy as little or as much as you 
can afford. Remember, above every- 
thing else, that if you “mind your own 
business” your customers who like the 
kind of shoes that you sell will go 
nowhere else to buy. 


Paris Sets the Mid-Season 
Styles 
[CONTINUED FROM PAGE 19] 


Springsky and turquoise blue, also pale 
pink, such as Happydays. Blues often 
combine with wine dregs tones. Reds 
and purples are very strong for all 
hours of the day. In the evening many 
tones of Tyrian Pink are being shown. 
There are many color combinations 
and contrasts between costumes and 
blouses, also many coats and dresses in 
bicolor effects. 

Vert Vitriol leads in the Magzy 
Rouff collection, both in wool for day 
costumes and tailleur and in satin for 
full evening. Blond Bebe is very much 
emphasized for morning and afternoon 
costumes and coats. There are several 
models in Grenat for evening and a 
few afternoon blouses. Dark navy blue 
is used for several Spring ensembles. 

Molyneux sponsors many blues for 
day and evening wear, particularly 
Capri Blue also periwinkle and hya- 


cinth blues, as well as several geranium 


{39} 


pinks and parma violets called Persian 
Blues. Sunshine yellow and Pine Green 
are used for morning and afternoon 
ensembles, also several browns includ- 
ing Fawn Beige and Light Chestnut, 
and most particularly the new reddish 
brown called Tanagra Red. Silver and 
pearl greys are sponsored for eve- 
ning. 

Patou’s aluminum grey and Azalée 
pink are both featured in evening. 
Azalée pink also combines with black. 
In sport and Riviera models there are 
many pale beiges and sand colors, also 
plenty of Bois de Rose and Mossy 
Greens. 


Sudanese Hide Market 
Shows Decline 


WASHINGTON, D. C.—Exports of 
hides and skins from the Sudan during 
the first six months of 1938 showed a 
heavy drop as compared to the corre- 
sponding period of 1937, but were more 
or less on the same level as compared 
with a similar period in 1936, accord- 
ing to a report to the Department of 
Commerce from the office of the Ameri- 
can Commercial Attache at Cairo, 
Egypt. 

The United States continued to be 
the principal market for the Sudanese 
skins, while Egypt absorbed the bulk 
of hides exports, according to the re- 
port. 


Jbréé GROWING GIRLS’ 


——— Mlarvelage 


Sport Oxfords in welt construction which 
delightfully interpret the novelty patterns de- 
manded by the younger set—also includes 
the more conservative styles. 


retail at $2 HAMILTON 


The growing demand for sport oxfords at a 
very low price is met here with a swell line of 
STITCHDOWNS that will retail profitably at $2. 


HAMIL 


retail at $2 


pue)\ 


Another line of sport oxford types, using the 
Compo-Welt process. Included also are bread 


and butter types for year ‘round selling. 


ILTON-BROWN SHOE CO. 


_ SAINT LOUIS 


TAKERS 4 


HAMILTON-BROWN SHOE CO., S 
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Walker Foot Delight and Daniel Green 
slippers. These same lines have been 
with the Haney’s Shoe Store since the 
day it opened and to them the store’s 
management gives much of the credit 
for its success. 

Haney’s is the only independent store 
in its price range in Lincoln that can 
fit out the entire family with shoes... 
father, mother, son, and daughter. The 
store, however, carries no accessories. 

So far this year this store shows a 
net increase in sales over last year, a 
record that, under the difficult economic 
situation in Nebraska, speaks well of 
the merchandising methods of the 
Haney Store. 

The store is located in a room 50 x 
60 feet by 15 feet high, an unusual 
size in itself but one that provided 
50 feet of display window space, and 
is situated on the ground floor of one 
of the largest air-conditioned office 
buildings in the city. It is next door to 
the most popular theatre in Lincoln 
and two and a half blocks from the 
campus of the University of Nebraska, 
from which the store draws a heavy 
trade. However, the store is definitely 
outside the concentrated downtown 
shopp district. 

All these factors react to the 
store’s advantage. The large window 
space allows for two windows for 
women’s shoes and two for men’s shoes. 


BOOT ann SHOE RECORDER, November 26, 1938 


CONCENTRATION BRINGS SUCCESS 


[CONTINUED FROM PAGE 28] 


Particular attention is given to the 
window displays, with stress being laid 
on style and the seasonal models. The 
windows are changed at least once a 
week. In all windows, as well as inside 
the store, there is a copious supply of 
levelled mirrors. 


Air Conditioning Important Factor 


Air conditioning, in the Middle West 
is an important factor in successful re- 
tail merchandising. It is a delight to 
leave the hot Summer streets to enter 
the comfortable air-cooled Haney store, 
attractively decorated as it is in light 
green with a narrow black trim and 
with its restful, cream-colored ceiling. 
So the instant a prospective customer 
enters the store his sales resistance 
drops considerable. 

Being out of the concentrated down- 
town shopping district gets away from 
most of the “shopping” trade that 
drifts from store to store for “price 
buying.” This, along with other fac- 
tors, means that only the more desir- 
able class buys from the Haney Store, 
a class whose credit is good. As a re- 
sult about 65 per cent of this store’s 
business is done on a credit basis. 

Mr. Haney has found that newspaper 
advertising brings excellent results so 
one ad a week is used. It is usually 
run on Sunday and occupies 12 to 


16 display inches. In these ads price 
is seldom mentioned, rather, the style 
and quality appeal is used and in the 
case of women’s shoes, correct fit is 
stressed. 

Clearance sales are held in January 
and July for a period of one week, but 
no other sales are staged. 

A record of sizes is kept of all cus- 
tomers so that they may phone or mail 
in their orders conveniently. 

Seasonally a direct mail folder and 
a personal letter is sent to all past cus- 
tomers announcing the new styles, 
prices, and models. Many of the cus- 
tomers in the past were students at the 
University of Nebraska and others who 
have moved away from Lincoln. A sur- 
prising number of these continue to 
buy by mail even though many of them 
haven’t been inside the Haney Store for 
several years. This unusual mail re- 
sponse proves the wisdom of carrying 
lines that give satisfaction to the better 
class of shoe buyers. This heavy mail 
response also adds considerably to the 
business that keeps five salesmen busy 
on the floor serving the customers that 
come into the store. 

So, at the Haney Shoe Store, busi- 
ness is good, thank you, and the man- 
agement expects 1938 to be one of the 
biggest and most profitable in the his- 
tory of the Haney Shoe Store, Incor- 
porated. 





MENS STYLE LINES 


retail at $5 


Fine calfskins, excellent bottoms, smart styling 
and new lasts that are easy fitters feature 
American Gentlemen. Look at this line before 
you decide which $5.00 line will make you the 


best profits. 


Novelties 


retail at $4 
your young men's trade demands 


are played up in Country Club to retail at 
$4.00. Many new lasts, lots of individuality. 
Decidedly among the “must see” lines if you 
are playing this price. 


NTT... 
New, lasts, not gener- 


SHOE CO., SAINT 


ally associated with or expected in 
this price class feature the Ambas- 
sador. A fighting line thot will put 
up a real battle for you. 


Beltib HAMILTON -BRQ 
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HOLLYWOOD FOOTNOTES 


Lagarto Lizard sandals. These shoes 
have the new spool heels made of alter- 
nate rings of green and black. 

For her personal wear for formal 
parties this Winter, Nan Grey, Uni- 
versal’s blonde star currently appear- 
ing in “The Storm,” chose as her in- 
spiration the fashion of Queen Alex- 
andra’s days. A virginal white gown 
with bouffant skirt, deep decollete, up- 
swept curls, all slightly old-fashioned 
save for her feet. White kidskin 
Grecian sandals with the new semi- 
platform soles gave her feet a most 
modern touch. 

. * * 

Non-skating cameramen, sound men 
and others of the crew of M-G-M’s 
“Ice Follies” are using a variety of 
devices to keep from skidding on the 
ice. To date, rubber galoshes and 
cleated golf shoes are most in favor, 
with some of the grips wearing caulks 
which strap under the soles of the 
shoes but can be kicked off instantly. 
Any suggestions? There are lots of 
skating pictures being made right now 
in several studios. 

. . > 

Ann Sheridan picked up the idea of 
“branding” her square-toed sport shoes 
from one of the cowboys on the set of 
“Cowboy from Brooklyn.” She worked 
out a unique brand design of a cow- 
boy’s hat with the Brooklyn Bridge 


[CONTINUED FROM PAGE 32] 


posed against it like a hat band. The 
insignia has been burned or stamped 
on the quarters of her shoes and on 
the front of a wide leather belt which 





Economical Christmas Display 


This effective Christmas display for 
accessory merchandise was worked out 
one year ago at a total cost of $2.00 by 
William Busch, manager of Norwood 
Shoe Co. store at Hempstead, N. Y. Fire- 
place was built out of an old crate and 

covered with crepe paper. 





retail at $3 SAlmba syade a 


The sturdiness that parents want, along with 
the style features that young America insists 
on are packed into Ambassador for Boys. 
New lasts that really fit and give support. 


HAMILTON Boys 


Comparing these Hamilton Boys shoes to retail 
at $2.00 with anything else offered you would 
be a break for us. They can be depended on 


to give satisfaction at that price. 


HAMILTON 


To retailers who have a demand for 
shoes at this price, Hamilton, to retail 
at $2.00, gives a value that will make, 
not lose customers. 


IWN SHOE CO. 
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HAMILTON -BROWN 


Ann wears with various sports dresses. 

Orry-Kelly, Warner Bros. designer, 
is a star stretcher. He tells me one of 
his most difficult tasks is developing 
costumes that will make a small girl 
look tall. Most of the feminine stars 
are short. It gives them the advantage 
of accentuating the height of their 
leading men, But those same girls must 
appear tall in their own dramatic 
scenes in order to dominate them. 

That is where Orry-Kelly’s artistry 
comes in. In “Dark Victory” Bette 
Davis for the first time in more than a 
year wears modern clothes. All of 
them were designed with high waist- 
lines to give Bette the long-legged look 
she desired. High crowned hats helped 
too. The greatest assistance came from 
the shoes, I learned, for the high heels 
and the extra thick platform soles 
helped the designer to “stretch” Bette 
at least three inches. Platforms, too, 
assisted this star in having a great 
amount of foot comfort during the tire- 
some picture shooting sequences. 

> . * 


The riding habit of black and rose 
Anita Louise wears in “Going Places” 
doesn’t have a single thread. The 
jodhpurs and Dutch Boy vest are black 
suede with hems and seams whipped 
in narrow thongs of black kidskin. 

[TURN TO PAGE 42, PLEASE] 
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[42] 
Shoes Are News 


[CONTINUED FROM PAGE 21] 


Mural Shades Are News! 


Taking as inspiration the shades of 
the mural paintings on the buildings 
at the World’s Fair, four costumes 
were shown in this group in gold, two 
shades of blue—one pastel and one 
turquoise—and pink. With the gold 
and the second blue, shoes in bright 
reddish tan calf were worn. With the 
other blue, a natural linen trimmed 
with bright red calf was an attractive 
contrast. With the pink, white buck 
with calf loops. The little peaked straw 
hats with rolling brims and long 
streamers had been inspired by the 
Trylon and Perisphere—theme build- 
ings of the Fair. 


Evening Shows Are News! 


Multi-color suede with gold trim; 
chartreuse sandal with jeweled plat- 
form worn with a blue-gray dress; 
silver mesh with jeweled trim worn 
with floating gray tulle dress; pale 
gray mesh sandal with multi-colored 
jewels with multi-colored striped chif- 
fon dress—shoes like these combined 
with such costumes were definitely 
news, especially when displayed against 
the background of Waltz, Rhumba, 
Tango, Palais Glide and Lambeth 
Walk, dance backgrounds. 
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Staples also Shown! 


Lest the merchant should think 
Spring promotions must be based en- 
tirely on novelty colors and patterns, 
classic patterns were seen, especially 
in spectator types. Even these had 
some 1939 touches to brighten them up, 
however. In colors, black and navy 
shoes and costumes were shown as well 
as the high style novelty shades. But, 
in general, high style colors and pat- 
terns were the order of the day. 


Hollywood Footnotes 


[CONTINUED FROM PAGE 41] 


Janet Shaw constantly advocates 
shoes and dresses that match. One of 
her favorites is her combination of self- 
fabric draped sandals with draped 
evening gown of pale blue jersey. 


. ~ * 


For dancing, Lana Turner, currently 
in M-G-M’s “Dramatic School” intro- 
duces novelty sandals of transparent 
material in rainbow bands, with ex- 
tremely high heels studded in rhine- 
stones. 

oe 7 * 

And this for the girls on the hosiery 
counters, from Milo Anderson, Warner 
Bros. costume designer. He sends this 
message for you to tell those patrons 
of yours with oversized legs. “Dry 
your tears, as there is new hope,” he 


told me. “Tell these women with the 
large legs to wear ombred stockings. 
They will do more to slenderize legs 
than a masseuse. The kind of hose that 
are dark in back but shade to a lighter 
color in front are a boon to the woman 
who craves slim calves and ankles. 
Stockings should match shoes as close- 
ly as possible and the choice for both 
should be on the neutral side, such as 
ombred shades of brown and black 
to deep grey.” 


* * * 


Fur-topped Russian boots, tunic coat 
and fez of grey Persian lamb is the 
get-up of Ann Sheridan when she goes 
ice skating. The boots are made special 
for her by one of Hollywood’s custom 
bootmakers, as yet no store stocks skat- 
ing boots of this type as far as your 
reporter can discover. 


* - * 


When not working before the cam- 
eras for scenes in “The Shining Hour” 
Joan Crawford was requested by Direc- 
tor Frank Borzage to remain perfectly 
still. The reason being Miss Crawford 
always wears house slippers, so re- 
cently appearing wearing a pair of 
pink patent mules laced with blue cord 
from which two tiny gold bells were 
attached. Result: Every time she 
moved a tinkling noise was immediate- 
ly picked up by the sensitive micro- 
phone. 


MECHANICS DELIGHT 


retail at $3to$4 


Those who know their work shoes will instantly 
recognize outstanding value in Mechanic's 
Delight. \t is a sturdy, flexible, comfortable 
line to please your top trade in this field. Welt 
construction, packed with value. 


A nailed work shoe, Hardware shows the 
effects of the new Hamilton-Brown ability to 
crowd MORE into low priced shoes. They'll 
make friends for you. 


HE choracter and extent of the new Hamilton-Brown Lines, highlighted on this and the six previous 
pages afford retailers a new opportunity for volume business, at a profit. See these lines. Com- 
pare them with anything offered you from any source. We will rest our case in your decision. Eager, 
enthusiastic Hamilton-Brown salesmen are now in the field. 


HAMILTON-BROWN SHOE COMPANY saint touts 


iS HAMILTON-BROWN 


SHOE 


Ee SAINT LOUIS 


HAMILTON-BROWN SH 
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.... . EXHIBITING IN CHICAGO 
AT INDUSTRY'S GREATEST SHOW 


Acme Shoe Mfg. Co., Clarksville, Tenn. 
Adams Bros., Pittsfield, N. H. 
Adler-jones, Chicago, tI. 


Advance Shoe Co., Inc., Chicago, ti. 


Advance Wool Skin Shoe Co., Chicago, ti. 
Air-O-Pedic Shoes, Brockton, Mass. 
Allen Edmonds Shoe Corp., Beigium, wis. 
Allen Shoe Co., Inc., Haverhill, Mass. 
Allen-Squire Co., Spencer, Mass. 
Alied Shoe Co. Inc., Elgin, 11. 
Altman Bros., Cineirnati, 0. 
American Shoemaking, Boston, Mass. 
Ansin Shoe Mfg. Co., Athol, Mass. 
Armstrong Cork Products Co., . 
enn. 


Lancaster, 
Armstrong, D., & Co., Inc., Rochester, nN. Y. 
Arnold Bros. & Co., East Weymouth, Mass. 
Arnold, M. N., Shoe Co., 


South Weymouth, Mass. 
Arrow Shoe Co., Inc., Danvers, Mass. 
Artco Shoe Co., Spencer, Mass. 
Ascutney Shoe Corp., Hudson. Mass. 
Athletic Shoe Sales Co., The, Chicago, th. 
Atkinson Shoe Corp., Boston, Mass. 
Au!t Williamson Shoe Co., Auburn, Me. 


Avon Sole Co., Avon, Mass. 


B and B Shoe Co., Chicago, tt. 


B-W Footwear Co., Inc., Webster, Mass. 
Bally, Inc., New York, N. Y. 
Bancroft Walker Co., 


Banister, James A., Co., 
South Weymouth, Mass. 


., Inc., New York, N. Y. 


New York, N. Y. 

. x Lewiston, Me. 

Barnett Footwear Co., 
Barr-Bloomfiel“ Shoe Co., Seabrook, N. H. 
Barrett Shoe Co., 
Bass, G. H., & Co.. Wilton, Me. 
Bates, Chas. S., Inc Exeter, N. H. 
Bates Shoe Co., Webster, Mass. 


Beachcraft Cork Sole Sandal & Slioper Co., 


Inc., New York, N. Y. 


Beckerman Shoe Corp., Brooklyn, N.Y. 


Belcher, Geo. E., Last Co., steughton, mass. 
Belle Meade Shoe Co., Nashville, Tenn. 
Belleville Shoe Mfg. Co.. Belleville, 11. 
Best Shoe Co., Inc., Boston, Mass. 
Bloom Bros. Co., Minneapolis, Minn. 
Blue Ribbon Shoemakers, 
Blum Shoe Mfg. Co., Dansville, N. Y. 
Bona Allen, Inc., Buford, Ga. 
Bond Shoe Co., New York, N. Y. 
Boot and Shoe Recorder, New York, N. Y. 
Boston Novelty Shoe Corp., Boston. Mass. 
Co., Raymond, N. H. 

St. Louis, M~ 

St. Lowis, Me. 

New York, N. Y. 

— Workers Co-Operative Assn., 


Bridgewater, Mass. 

Brilliant Brothers Co., Boston, Mass. 

Brilliant, Harry, & Co.. Boston, Mass. 

Bristol Shoe Co., Bosten, Mass. 
Brooks, William, Shoe Co., 

a David, Shoe Co., Baltimore, Md. 

Pertiand, Me. 


— Shoe Co., St. Louis, Mo. 
Brown Shoe Co., Inc., H. H., Worcester, Mass. 
Burtman-Rondeau Shoe C-.. 


Shoe Co.. Farmington, N. H. 


Farm ngton, WN. H. 


Nelsonville, 0. 


Les Argeles, Calif. 
St. Leuls, Mo. 
Carliste, Penn. 


California Shoes, Ltd., 
Capitol Shoemakers, 
Carlisle Shoe Co., 


Waltham, Mass. 


Brooklyn, WN. Y. 


Frankfort. Ky. 


St. Louls, Me. 


Carmo Shoe Mfg. Co., 
Central Shoe Company, 


Chelmsford Shoe Co., Inc., 
Clapp, Edwin, & Son, Inc., 


Claremont Shoe Co., Manchester, N. H 
Clark Shoe Co., Auburn, Me. 


East Weymouth, Mass. 


Clayton, A. C., Printing Co., St. Louis, Mo. 


Clickstein Shoe Co., 
Cohen, !., & Sons, 
Cohoes Envelope Co., Inc 
Cole, B. E., Co., Norway, Me 


Boston, Mass 


Cole, Rood & Haan Co., Chicago, tit. 


St. Louis, Me. 


Collins-Morris Shoe Co., 
Colt-Cromwell Co., Inc., Stoughton. Mass 
Columbia Novelty Slipper Co.. 


New York City, N. Y 


Comfort Sandal Mfg. Co., 


Long Island City, N. Y. 
Fitehburg. Mass. 


Comfort Slipper Corp., 


“« . ie Ss > 
Wis 
SPONSORS: NATIO ny 


Ciba sn sent ars cm wate 


Carthage, Me. 
St. Louis, Me. 
Champion Shoe Mfg. Corp., New York, N. Y. 


Derry, WN. H. 


Boston, Mass. 
Cohees, N. Y. 
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Commonwealth Shoe & Leather Co.. 

Whitman, Mass 
Compo Shoe Machinery Corp.,poston, Mass. 
Conformal Footwear Co., st. Louis, Me. 
Connolly Shoe Co., Stillwater, Minn. 
Conrad Shoe Co., Nerth Abington, Mass. 
Continental Shoe Corp., Portsmouth, N. H. 
Converse Rubber Co., Chicago, ti 
Cooper, S., Slipper Co., New York, N. Y 
Corcoran, Joseph F., Shoe Co., 

Stoughton, Mass 
Cousins, J. & T., Co., New York, N. Y. 
Crescent Shoe Co., New York, N. Y. 
Curtis Shoe Co., Inc., Marlboro, 
Curtis-Stephens-Embry Co., Reading, 
Cushman, Charles, Co., Boston, 


Dainty Maid Shoe Co., 
Darling, L. A., Co., Bronson, Mich 
Dartmouth Shoe Co., Campello, Mass 
Davis, H. E., Shoe Co., Freeport, Me 
Devine & Yungel Shoe Mfg. Co., 


Harrisburg, Penn. 
Diamond Shoe Co., New York, N. Y. 
Dickerson, Walker T., Co., Columbus, 0. 
Dine Shoe Corp., Wakefield, Mass. 
Dominion Shoe Co., Nashville, Tenn. 
Douglas, W. L., Shoe Co., Brockton, Mass. 
Dover Shoe Mfg. Co., Dover, N. H. 
Drew, Irving, Corp., Portsmouth, 0. 


Haverhill, Mass 


Dunn and McCarthy, Inc., Auburn, N.Y. 


pRY 3, 


‘ TALLY ¥ 
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3 Cambridge, Mass. 
Srimesec, “ona | Meme SSIS 
‘ Beston, Mass, lenkins, Geo. O., Co., Bridgewater, Mass. 
Factories, Atlanta, Ga. Great Northern Shoe Co., manghester, N. 1. Jersey Footwear, Inc., Passaic, WN. J. 
Edward's, j.. & Co., Philadelphia, Penn. Green-Barr Shoe Co., Lowell, Mass. Johansen Bros. Shoe Co., St. Louis, Mo. 
Elam, F. S.. Shoe Co., Inc., Rochester, w. Y. Green-Bell Shoe Co., Haverhill, Mass, Johnson, Stephens & Shinkle Shoe Co., 

Elite Shoe Co., Framingham, Mass. Green, Daniel, Co., Dolgevilie, N. Y. St. Louis, Mo 
Emerson Shoe Co., Wereester, Mass. Green Shoe Mfg. Co., The, Boston, mass. Johnston & Murphy, Newark, W. 4. 
Endicott Johnson Corp., —Endicstt, w. y. Green, W. S., Co., Williamsport, Pons. Jones & Vining, Inc., Brockton, Mass, 
Ephrata Shoe Co., inc., Ephrata, Pena. Gregory & Read Co., Lynn, Sass. joyce, Inc., Pasadena, Calit. 
Grossman Shoe Co Inc., The julian & Kokenge Co., The, Columbus, o. 
~  Patterites, w, Va. Juvenile Shoe Corp., St. Louis. me 

Fairchild Publications, tow vers. w. y, Gees Tes Oe, =o 










Hagerstown Shoe & Legging Co., The Kane, Dunham & Kraus, Inc., St. Louis, me. 













: , Keith, Geo. E., Co., Campotio, Brockton, Mass 
@ Pontiac, in. Hagerstown, ma. Kesslen Shoe Co. Kennebunk, Me. 

Fem Shee Ciy "h, uate Po —Hagerty, etait nwt tm 0. en Show Ca Pact Poae 
— s The, Lee Angeles, Catt Hallowell Shoe Co., Hallowell, me, Kimel Shoe Co.. Claremont, WN. H. 
erris Shoe Mfg. Co., Souderton, Pena, Hamilton-Brown Shoe Co., St. Louis, me Kirkendall Boot Ce., Omaha, Nebr. 
Field and Flint Co., Brockton, Mass, Hanan & Son, Inc., New York, N.Y. Klev-Bro. Shoe Co Derry, N. H 
Fisher Shoe Co,, Hudson, Mass. Hannahsons Shoe Co., Haverhill, Mass, Kleven Shoe Co., 

Five Star Shoe Co., Long island City, w, y, Harbro Mfg. Corp., Bellows Falls, vt. i 

Fleisher Shoe Co., Manchester, w. 1. 

Flexmor Shoe 

Florsheim Shoe The, 






















» RP. Co. Boston, Mass. Kreider, A. S., Shoe Co., 
ranzen & Headway Shoe s Webster, Mase. . : Eliz»bethtown, Pena. 
peendaes “ Hecker Products Corp, yv'att : Krider's, WL, Sons Mig. Cac, 
reeman, joseph, Shoe . Heilbrunn, J. & Sons, Reshester, N.Y. Krippendorf-Dittmann Co.. Tha 
Freeman Shoe Corp,  ™*™erth aN Herbst Shoe Mfg. Co., ——stitwauhee, wi Cincinnati, 0. 
Freeport Shoe Mfg. Co, Freeport, tie. Hermal Shoe Co., Everett, Mass. 
prisdman-Shelby Shoe Co., a tear > pee re hadierces — Laconia Shoe Co., Lavonia. WW. 
Frye, John A., Shoe Co., Martbere, Mass. ~ ‘Chieage, 111 La Grange Shoe Corp, nea Wing. Minn, 
Fulton Leather Goods Co., new York, m. Y, Highland Shoe, Inc., Lewiston, Me. Lancaster Shoe Co., Elizabethtown, Penn. 
Holland Shoe Co., Helland, Mich. Langer-Lippman Co., Boston, Mass. 
Holly Shoe Co., Littleton, WM. iH Lebon Shoe Co., Cambridge, Mass 
Caffney-Sulkis Shoe Co,, Boston, Mass. Holtz, Herbert, Shoe Co Haverhill, Mase. Lederer Co., The, New York, WN. ¥ 
Gale Shoe Mfg. Co,, North Adams, Mase Horwitz, Vincent, Co,, Inc., Alteeca, Penn Lenox Shoe Co., Inc., Freeport, Me. 
Gardiner Shoe Co., The, Boston, Mass. Howell Co., St. Charies, 111. Lester Shoe Co., Inc., Chelsea, Mass. 
Garfield + He Rosen, Boston, Mass. Hubbard — = Mitwaukee, Wis. Levi-Weiss Sales Co., Chleago, 1 
General Corp. Nashvitie, Tena. Hubbard nc., Rochester, N. 4 . 
Gerberich-Payne Shoe Co, Mout Jey, Pens, Huth & James Shoe Co., Milwaukee, Wise. erie qe eee. OOP 
Shoe Co., Fitchburg, Mase. Hye, A. R., & Sons Co. Cambridge, Mass. Lind Shoe Werecetan, Gem. 
Shoe Co., The, Thienevilie, Wis, Hy-Style Shoe Co., Hallowell, ae. Lippert Bros., Inc., Greckiya, w. v 
J, Shoe Co., Imc.,neckiand, tnace ; 


p 
p 
F 






. Shoe Corp. 
Marks, L. V., & Sons Co., Cincinnati, c. 
Marshall, Meadows & Stewart, Inc., 
pRIER ECR Rata Mathes, |.. & Sons Shoe ye 
6 


Maybury Shoe Co. . m. 
Mayer, Fred A., 





+ 
- 
* 
* 
* : 
t—leathers—accessories—other Mendle Printing Co. 1 
on display. Every shoe section of the é Menihan, j. G. age 
country will be represented. s 
+. 
* 
* 


STEVENS HOTEL, CHICAGO 
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Midwest Slipper Mfg. Co.. Chicago, ti. 
Shoe Co., Milford, Mass. 

Milius Shoe Co. St. Louis, Me. 
Miller, Hess & Co., Akron, Penn. 
Miller i © See, Be em aes 
Miller Shoe Co., The. Cincinnati, 0. 
Milwaukee, Wis. 

Batavia, N. Y. 

Chicago, 111. 


Mond! Manufacturing Co., The, 


Oshkosh, Wis. 
St. Louis, Me, 


St. Louis, Me. 
St. Lewis, Me. 
Brooklyn, N. Y. 
Baltimore, Md. 


Haverhill, Mass. 
Wausau, Wis. 
Chelsea, Mass. 
Cincinnati, 0. 
Carton, Mass. 
Milwaukee, Wis. 


JANUARY 3 


or ee 
* 
: 
. 
* 
* 
* 
* 
+ 
* 
. 
. 
. 
. 
. 
. 
. 
. 
. 
* 
. 
* 
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Rogers Bros. Shoes, Inc., Boston, Mass. 
Ronc eau, H. O., Shoe Co., Farmington, N. H. 
Rosenthal & Doucette, Inc., Beverly, Mass. 
Roth Shoe Mfg. Co., The, Cincinnati, 0. 
Royal Metal Mfg. Co., Chieago, tl. 
Rubin Bros. Footwear, New York, N. Y. 
Rue, Howard S., & Sons, Inc., 


Philadelphia, Penn. 
Ruth Shoe Co., Salisbury, Mass. 


Saco Moc Shoe Corp., Portiand, Me. 
Safran-Sundel Shoe Co., Boston, Mass. 
Saks, M. J., Shoe Corp., New York, N. Y. 


Samuels Shoe Co., 
Sandler, A., Co., ; 
Saxe Bros. Co., Boston, Mass. 
Sbicca, Inc., Philadelphia, Penn. 
Schawe-Gerwin Co., Cincinnati, 0. 
Scholl Mfg. Co., The, Chicago, til. 
Scholnick Shoe Co., Boston, Mass. 
Selby Shoe Co., The, Portsmouth, 0. 
Shapiro, A., Inc., Boston, Mass. 
Shoe Form Co., Inc., Auburn, N. Y. 
Shortell, M., & Son, Manchester, N. 11. 
Shu-Stiles, Inc., St. Louis, Mo. 
Sibulkin, M., Shoe Co., Inc., 


Simplex Shoe Mfg. Co., Mitwaukee, Wis. 
Sinbac Shoe Co., Chicago, 1. 
Smart-Wear Footwear Corp., Brooklyn, N. Y. 


Smith, G. Edwin, Shoe Co., The, 
Columbus, 0. 


Smith, J. P., Shoe Co., The, Chicago, 1. 
Single Sole Shoe Co., Spencer, Mass. 
Sol-Ease Footwear, Inc., Hoboken, N. J. 


Somersworth Shoe Co., Inc., 
S-mersworth, WN. H. 


South Berwick Shoe Co., Inc., 
South Berwick, Me. 


Southern Shoe Mfg. Co., Hagerstown, Md. 
Spalsbury, Steis & Deevers, 


Frederickstewn, Me. 
Specialty Shoe Co., Cambridge, Mass. 
Springer, Hans, New York, N. Y 
Stacy-Adams Co., 


Brockton, Mass. 
Standard Footwear, Inc.. Passale, N. J. 


Cineicnati, 0. 
Brockton, Mass. 
Maribore, Mass. 

Chicago, tH. 


TUESDAY THROUGH FRIDAY 


APPLY NOW FOR DISPLAY ROOM 
FEE: $50 


More than 200 available rooms to select from. Send 
application and fee for immediate room assignment to 


NATIONAL SHOE FAIR HEADQUARTERS 
STEVENS HOTEL, CHICAGO 
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Tanners’ Council of America, 


New York, N. Y. 
Taylor, E. E., Corp., Boston, Mass. 
Teeple Shoe Co., Waupun, Wis. 
Tober Saifer Shoe Co., St. Louls, Mo, 
Tolman Print, Inc., Cambridge, Mass. 
Torson Lee Shoe Co., Grand Rapids, Mich. 


Triple Novelty Footwear Co., 
Brosklyn, N. Y. 


Tupper, Inc., New York, N. Y. 
Tupper-Preview, Inc., New York, N. Y. 
Tweedie Footwear Corp., jefferson City, Mo. 


Twentieth Century Shoe Corp., 
Faribault, Mina. 


United Last Co., Boston, Mass. 
Un:ted Shoe Machinery Corp., seston, mass. 
United Shoe Mfg. Co., St. Louis, Me, 
United States Rubber Products, Inc., 

New York, N. Y 


United States Shoe Corp., Cincinnati, 0. 
Unity Shoemakers Corp., Haverhill, Mass. 
Universal Shoe Corp., Sanford. Me. 


Valley Shoe Corp., St. Louis, Me. 
Viner Bros., Inc., Bangor, Me. 
Vitality Shoe Co., St. Louis, Me, 
Vulcan Corp., Portsmouth, 0 


Waldman Brothers, New York, N. Y. 
Walkin Shoe Co., Sehuytkill Haven, Penn. 
Wall-Streeter Shoe Co., Werth Adams, Mass. 
Walton, A. G., & Co., Boston, Mass. 
Wear Best Footwear, Inc., Grooktyn, N. Y. 
Webster Shoe Corp., Webster, Mass. 
Weil, M. K., Shoe Co., St. Louis, Mo. 
Weinbrenner Co., Albert H.,mitwaukes, Wis 
Werman A., & Sons, Inc.,  Broekiyn, N. Y. 
Weyand Shoe Co., Jacksonville, 111. 
Weyenberg Shoe Mfg. Co., mitwaukes, Wis. 
Wheaton Shoe Co., Cambridge, Mass. 
Wiley-Bickford-Sweet Corp., 

Worcester, Mass 


Winchell Shoe Mfg. Co., Natick, Mass. 
Wingate, Inc., Newton Junction, N. H. 
Winthrop Shoe Co., St. Louis, Mo. 
Wohl Shoe Co., St. Louis, Me. 
Wolf, A. N., Shoe Co., Denver, Penn. 
Wolf Sons, Sam B., Co., Cincinnati, 0. 
Wolff-Tober Shoe Co., St. Louls, Mo. 
Wood & Smith Shoe Co., Auburn, Me. 
Woodard & Wright Last Co., 


Brockton, Mass. 
Wright, E. T., & Co., Rockiard, Mass. 
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Le 


SP LS 


GUEMY 600D MAN 


Cc the cabby kept his car at the curb while 


his distinguished looking fare hobbled into 
Burdine’s at Miami. 

“Not crutches,” said he to the floor manager 
who met him at the door. “What I want is a pair 
of shoes that will soothe and comfort my 
aching feet.” 

“We have just what you need,” said the bright 

oung floor man as he directed the customer to 
Burdine’s shoe department. There, a retail sales- 
man took but one look, then brought out a 
smart looking pair of Wright Arch Preserver 
Shoes and forthwith tried them on. 

One step, two steps, three steps and the foot 
weary customer pranced around the depart- 
ment. “Give me four pairs” said he, “and send 
a boy out to pay that cab driver. From now on, 
I'll stand on my own two feet.” 

And, as true as this story (we've got a letter 
to prove it), there’s plus profits to be had in the 
Wright Arch Preserver franchise. Drop us a line 
today for our dope sheet — all about the four 
patented foot health features, smart 1938 styles, 
snappy new promotional material, current 
national advertising. 
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Shoe Industry Concerned Over 
British Trade Agreement 


[CONTINUED FROM PAGE 35] 


elimination of the general 3 per cent excise tax, do not 
compensate for the 50 per cent reduction in duty on 
men’s leather welt boots and shoes into this country.” 


Advantages Easily Figured 


Mr. Ball also mentioned that some shoe manufac- 
turers who are careful students of international trade 
and maintain close contacts with world conditions, have 
pointed out that the advantages of reduced import duties 
into foreign countries are easily figured by individual 
manufacturers exporting goods to those countries, but 
that losses to American industry and American workers, 
as a result of lowering import duties into this country, 
are not so easily calculated. 


Wages and Hours in United States and England 


According to the statement of the National Boot and 
Shoe Manufacturers Association, data presented at the 
hearing on the Reciprocal Trade Agreement with 
Czechoslovakia, comparing wages in foreign countries 
with wages paid in the United States, indicated a wide 
divergence between the wages and hours of American 
and British shoe workers. 

Using 1935 as a basis, which was selected as offer- 
ing comparable data, the statement says that in October 
of that year, figures compiled by the Bureau of Labor 
Statistics of the United States Department of Labor, 
show the average hourly earnings of shoe workers in 
the United States was 51.8 cents per hour. According 
to data from the National Industrial Conference Board. 
the average earnings in England for the week ending 
October 12, 1935, were 22.1 cents per hour. American 
shoe workers. were therefore receiving on the average 
more than two and a third times the hourly rate paid 
to shoe workers in England. According to the same data, 
American shoe workers averaged 34.2 hours per week. 
while the British shoe workers average 47.2 hours per 
week. 

In spite of the longer hours worked in England, the 
average weekly earnings of British shoe workers were 
only $10.43 per week for a work-week of 47.2 hours, 
compared with the average weekly earnings of $17.72 
in the United States for an average work-week of 34.2 
hours. 


Recent Criticism of Trade Agreements 


“Judging from long distance telephone conversations 
and correspondence with shoe manufacturers in various 
parts of the country, since the announcement of the 
trade agreement with the United Kingdom,” said Mr. 
Ball, “the shoe industry in the main continues to con- 
sider the matter from the standpoint of the welfare of 
industry and the country as a whole rather than par- 
ticular interests of various groups. Even at the time of 
consideration of the Reciprocal Trade Agreement with 
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Czechoslovakia, statements and opinions of shoe manu- 
facturers were directed to that particular agreement, 
and not to the general policy of such agreements. Since 
the announcement of the trade agreement with the 
United Kingdom, however, considerable doubt has been 
expressed regarding efforts to continue to raise wages 
and reduce hours in this country, when duties on shoes 
are being reduced from countries with low wages and 
low standards of living.” 

According to Mr. Ball, shoes have not been subject 
to high rates of duty into the United States, and charts 
and statistics compiled by the Shoe Manufacturers 
Association show that duties on many other manufac- 
tured products range to more than 100 per cent, while 
shoes for many years have been either duty free or 
dutiable at low rates. 


American Machinery Sent to Other Countries 


“There has also been some discussion in the indus- 
try,” according to Mr. Ball, “regarding public state- 
ments and activities of American manufacturers of 
machinery, who are benefiting by the reciprocal trade 
agreements granting lower duties on American ma- 
chinery into foreign countries. Shoe manufacturers are 
beginning to wonder what the results will be on Ameri- 
can wages, standards of living, and unemployment, 
through exporting modern improved factory and office 
machinery from, the United States into countries ‘with 
low labor costs and low standards of living. In the 
opinion of many American shoe manufacturers, such 
a policy enables foreign manufacturers to have all the 
benefits of American inventive genius in mass produc- 
tion in their factories and offices, with the additional 
advantage of low labor costs.” 


Shoe Industry Dependent on Prosperity of 
Country 


Mr. Ball concluded: “While the National Boot and 
Shoe Manufacturers Association is naturally concerned 
with the effect of the Agreement on different branches 
of the industry, the Association is also interested in the 
fundamental approach to the entire problem. As every- 
bedy in the United States wears shoes, the shoe manu- 
facturing industry is dependent upon the welfare of 
the country as a whole; and can prosper only as the 
country prospers. Our Association therefore cannot give 
snap judgments on the recently announced agreement, 
involving so many workers in agriculture and other 
industries, on whose prosperity the shoe industry is 
dependent.” 


The Editor’s Outlook 
[CONTINUED FROM PAGE 26] 


change themselves because they cannot change their few 
fixed belongings and that throw away and give away 
is the modern way out. When all Nature goes on an 
air-conditioning spree, it is obvious that merchandise, 
particularly shoes, must sell on a shoe news basis of 


eye appeal. 





DO FOR YOU 


SERVICE IS YOUR GREATEST 
COMPETITIVE WEAPON! 


HERE’S HOW YOU USE IT: 


Your store’s service is the one sure thing that can 
give you an edge on competition. Improve your 
service by Scientific Fitting and Sensible Foot Relief 
...it increases the mark-up on every pair of shoes 
you sell... it assures you of a real profit from a 


steady stream of satisfied, loyal repeat boosters for 


your shoes and service. 


2 PLUSES FOR 
PROFIT 


FOOT RELIEF 


Guarantee your custom- 

ers satisfaction by fea- 

turing Wizard Foot Relief 

and Scientific Fitting with 

the Brannock Device. FiT* 


BRANNOCK For FIT 
WIZARD FoR FOOT RELIEF 


Write today for details about the WIZARD WAY to greater 
profits and satisfied, repeat customers. 
*(Photo courtesy Brannock Device Co., Syracuse, N.Y.) 


WIZARD COMPANY 
. LOUIS, MO. * WALSALL, ENG. 


Distributors: Canedion Spx es, ted Hamilton, Ont 





No. 360 
SHORT CASE FOLDING STYLE 


> Here are illustrated two styles in the na- 
tionally known Footgluy traveling slipper 


slippers In a small 
padded soles in 


HHigator. 
ance of “Footgluv™ slip- 
Increasing. 


SWAN SHOE COMPANY 


STREET 
MARYLAND 


AIKEN 


\TIMORE 
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Last-Minute Plans for a Merry 
Christmas Shoe Store 


[CONTINUED FROM PAGE 23] 


speed up selling as much as 20 per cent 
—a big help to both customers and 
salespeople on busy days. The sampling 
plan also saves both in merchandise 
spoilage and shoplifting. Stocks should 
be conveniently placed for speedy ser- 
vice when selections have been made. 
Sampling does not prevent putting out 
specials. No store is too small to com- 
bine the “sampling” displays with at- 
tractive decorations. Nor are smartness 
of appearance and good gift displays 
beyond the store with limited resources 
and facilities. In fact, the store with a 
small advertising budget has all the 
more reason to make the store and 
window displays as attractive as pos- 
sible. In this, ingenuity often takes the 
place of cash expenditure. 

As an example, consider the silver 
star. Most ordinary of Christmas sym- 
bols, it can be made the scintillating 
symbol of a successful campaign. This 
versatile emblem can be used in many 
different ways in every sort of decora- 
tion, display and advertising, yet hold 
fast to the dominant idea. It affords 
complete tie-up, great variety, and very 
attractive effects, yet the cost of deco- 
rations and advertising art to carry 
out the silver star motif will readily 
adjust itself to even a slim budget. 

If you do not have your own artists, 
get hold of the star illustrations in 
the newspaper mat services, and select 
those best suited to use in newspaper 
and direct mail advertising. If you 
select stars of irregular shape, then 
use the same style for the stars ap- 
pearing in your decorations. The irreg- 
ular stars are more artistic, and some- 
what easier to use when making 
cut-outs, if you make your own pat- 
terns. On the other hand, the stars 
of regular shape are available in two, 
four, six and eight-inch sizes. The 
stars you make can be of almost any 
shiny material from glazed paper to 
tin; even ply-wood can be painted with 
a fine aluminum paint. 

In the sketches, silver and blue are 
suggested, but green, red and silver 
can be substituted. You may find some 
star: designs in local wall paper shops 
that are smart, and a bit different. The 
metallic papers are good for cut-out 
stars; be sure material used for larger 
stars does not curl. Relieve the star 
theme with cut-out green trees, and 
evergreen or holly with merchandise 
displays. Remember, restraint often 
gives a bigger wallop than over-deco- 
ration. However, the store’s personality 
will determine the “weight” of the 
display. 

Let the star theme appear in the 
November first folder that goes to 
charge customers announcing the Gift 
Shop to open soon. Use the star motif 
in the decoration of the gift shop or 


booth, and then keep the tie-up going 
right through the whole Christmas 
campaign. The star and strip border 
can be made up by the paper if an 
artist is not available—but that, and 
other advertising suggestions, will be 
taken up in another article to appear 
soon. 


Boston Shoe Men Meet 


Boston, Mass.—More than 150 mem- 
bers and guests of the Boston Boot and 
Shoe Club gathered at the Hotel Copley 
Plaza on the evening of Nov. 9 for the 
first meeting of the fiftieth anniversary 
season of that well-known social organ- 
ization. The speaker of the evening was 
United States Senator Henry Cabot 
Lodge, Jr., who took as his subject 
“The Challenge of Government.” 

A feature of the meeting, presided 
over by President Frank B. Masterson, 
were short addresses by former presi- 
dents of the club. Among those who 
spoke were Alfred W. Donovan, Horace 
R. Drinkwater, Augustus H. Vogel, Jr., 
Maxwell P. Gaddis and Eugene L. 
Wyman. A short address was made, 
also, by John S. Kent, Sr., former presi- 
dent of both the New England Shoe 
and Leather Association and the Na- 
tional Boot and Shoe Manufacturers’ 
Association. 

A booklet commemorating the fiftieth 
anniversary of the organization of the 
club by W. L. Terhune, founder of 
Boor AND SHOE RECORDER, was distrib- 
uted during the meeting, which was ar- 
ranged for by Maxwell Field, club sec- 
retary. 


Featuring Imported Styles 

New ORLEANS, LA—The most de- 
lectable tidbits of women’s footwear 
seen in a long time are the shoes that 
Paul Edmonds has brought to Kree- 
ger’s, some of which are being shown 
in a front window. Imported from one 
of the modern factories nestled among 
the Swiss Alps, these shoes reach a 
highly original degree of smartness. 
They are made in all the new spicy 
shades and the variations of red, Chi- 
anti and maroon that lend zest to new 
Fall fashions. Attractive sports ox- 
fords have brown flaps over their 
vamps. Blue suede pumps have vari- 
colored leather “embroidery” tracings 
on their toes. Black suede pumps have 
all-over punchings, with patent leather 
under their perforations. As continen- 
tal as a hat from Paris is the blue 
suede sandal piped with broad bands 
of bright red calf. Blue and red alter- 
nate on its heel to look like a stack of 
poker chips. 
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SHOE STYLES, 
LIKE SONG HIT 


COME AND GO / 


Those, like songs with the right appeal, 
maintain popularity. 


USE OF KISTLER “BENCH BRAND” SOLE LEATHER on 
men’s styles, encourages a definite consumer reaction which can 
be counted on to be enduring. It does much to strengthen that 
deep-rooted, mannish respect for shoes which give service. 
Linked to style, for the four seasons, it helps foster popularity. 
By reason of such popularity you profit steadily. 


PERHAPS IT NEVER OCCURRED TO YOU that a few cents 
more into old-time, vegetable-tanned sole leather of strong, 
close-fibre content could conceivably make a pair of men’s shoes 
worth from a dollar to two more to the wearer. Splendid dividends 
should accrue to those who do business on that idea. And you 
can’t go wrong by depending on Kistler “BENCH BRAND” Sole 
Leather for bottom stock. 
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England Walton Fibre-Sorting 


Protects Markets 


Shoes with England Walton Fibre-Sorted soles can save customers 
for you — by saving them —— on repairs for a shoe that wore 


too soon. Accurate sorting-by-fi 


re matches soles for more even 


resistance to wear . . . equal trimness . . . equal arch support. From 
the inside out — England Walton Fibre-Sorted soles are mated — 
to make your markets satisfied. 





_ 


Photographs represent a 

typical case of the difference in 

sole fibre structure that may exist even 

with high-grade shoes — but not those having 


England Walton fibre-sorted soles. 


Photo-Elastic Pictures Show Why You Should 


Specify England Walton Fibre-Sorted Soles 


These pictures —taken from our booklet “Men 
With Magnifying Eyes” — show the strain lines 
set up in a leather fibre structure by flexing. 
Notice that the strain lines are dissimilar — yet 
soles resemble each other in surface appear- 
ance. They are not alike. Accurately mated soles 
— England Walton soles — have strain lines 
that are very nearly twins. Such soles. are twins 


for life! 


Our kind of fibre-sorting by expert men, not 


just “surface sorting”, gives thousands of shoe 


retailers an extra talking point. So — wise shoe 
manufacturers are insisting on the security of- 
fered by England Walton ... 
leather. Protect your market. Write today for 


a great name in 


“Men With Magnifying Eyes”. 


ENGLAND WALTON DIVISION, A. C. Lawnzence Leatuer Co. 
Boston New York Philadelphia Chicago St. Louis Milwaukee San F 








47 UNGIAND WALTON c/n 


CUT SOLES anv SOLE LEATHER x 


PURE OAK BARK TANNED 
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THIS WEEK IN THE SHOE TRADE 


Saturday. Nevember 26. 


i938 


Natienal News 





Trade Treaty Lowers Duties on Shoes 





United Kingdom Grants Concessions on Women’s and Girls’ 
Footwear—U.S. Lowers Rates on Welt Types, 
Affecting Men’s Shoes Chiefly 


WASHINGTON—The United Kingdom, 
in its new trade agreement with the 
United States, signed here last week. 
cuts the duty on women’s and girls’ 
higher-price shoes, having a value 
greater than 10 shillings (approxi- 
mately $2.50) from 20 to 15 per cent, 
or two shillings per pair, whichever is 
the greater. The reductions cover 
boots, bootees, shoes, overshoes, slippers 
and sandals of all descriptions other 
than such articles wholly or mainly of 
rubber. 

The effect of the reduction is that on 
shoes valued at 13s 4d (approximately 
$3.33) or more per pair the full reduc- 
tion from 20 to 15 per cent is effective. 
On shoes valued at more than 10 shil- 
lings ($2.50) but less than 13s 4d per 
pair the reduction is on a sliding scale 
from 20 per cent down to 15 per cent, 
according to value. The duty was first 
imposed on March, 1932, at 10 per cent 
and increased to 20 per cent in April, 
1932. 

The value of the United Kingdom 
imports from the United States rose 
from about $80,000 in 1933 to $870,000 
in 1936. In the first half of 1938 there 
Was an increase to $750,000. 

However, Czechoslovakia and Switzer- 
land continue as the chief suppliers of 
women’s shoes to the United Kingdom. 
In the first half of 1938, Czechoslovakia 
supplied over half of the total quantity 
and 30 per cent of the total value of 
United Kingdom imports; Switzerland, 
16 per cent of the quantity and 28 per 


cent of the value; and the United States 
about 12 per cent and 20 per cent, re- 
spectively. Normally, the average value 
of shoes imported from the United 
States is somewhat higher than that of 
the Swiss product and substantially 
higher than that of Czechoslovak shoes, 
it was pointed out, so that the conces- 
sion was limited to the higher-price 
shoes which are chiefly of interest to 
the United States. 

The United States, under the new 
agreement, reduces the hitherto pre- 
vailing rate of 20 per cent on welt boots 
and shoes of leather to 50 cents per 
pair, but not less than 10 per cent nor 
more than 20 per cent. This schedule, 
of course, affects the important classi- 
fication of men’s shoes imported into the 
United States from Great Britain, and 
obviously the reduction in the higher 
priced grades will be substantial. 

The United Kingdom agreement also 
cut the duty on American patent leather 
from 15 to 7% per cent, while Canadian 
patent leather continues to enjoy free 
entry. In 1931, before the 15 per cent 
duty was imposed on American patent 
leather exported to the United Kingdom 
were valued at more than $2,700,000. 
The trade shifted largely to Canada 
since the latter country’s shipments 
were duty free. 

The United States, under the new 
agreement, reduces the tariff on patent 
leather (bovine) from Canada from the 
previous rate of 10 per cent duty to 7% 
per cent. 


In the new Canadian agreement, the 
American duty on McKay-sewed skating 
boots, if attached to ice skates, was re- 
duced from 20 to 15 per cent. Boots, 
shoes and slippers (except canvas with 
rubber soles, are reduced from 35 per 
cent duty at present to 30 per cent under 
the new treaty. 


Mid-States Shoe Co. 
Shows Gain 


MILWAUKEE, Wis.—H. W. Gardner, 
general manager of the Mid-States Shoe 
Company, recently announced that the 
Crosby Square division is 17 per cent 
ahead in forward orders for the coming 
Spring over the record a year ago at 
this time. One week showed a gain in 
orders of 10,000 pairs greater than any 
week in the history of the company. 

Hugo Bauch, sales manager of the 
Ideal division, states that orders for 
children’s shoes are in excess of a year 
ago for the Spring season. 

Edward Wegner, sales manager of the 
Crosby Square division, is on a four- 
weeks trip getting acquainted with the 
New England accounts. 


W. H. Ellice Joins 
John Pilling Shoe Co. 


LOWELL, Mass.—Warren H. Ellice 
has joined the John Pilling Shoe Com- 
pany of this city, manufacturers of 
boys’, girls’ and children’s shoes, as 
sales manager. 

Mr. Ellice was formerly manager of 
the Brown Shoe Company’s New York 
office for the past two years, and be- 
fore that was associated with the H. C. 
Godman Company for ten years as 
general manager of their eastern 
branch located in New York. 














[52] 


Fortune Explains Nunn-Bush 
Wage Plan 

Fortune Magazine in its current issue 
ran an extensive article on the wage 
set-up, labor and personnel policies of 
the Nunn-Bush Shoe Co., Milwaukee, 
including an interesting summary of 
the history of the firm. Started in 1912 
by Henry L. Nunn, A. W. Bush and 
three friends, its first labor plan—a re- 
nunciation of the right to fire—was 
launched three years later. Discharges 
were to be subject to agreement by the 
workers, and a joint committee of rep- 
resentatives of the workers and of the 
management was set up to settle any 
grievances that arose. 

To quote from the article: “Under 
the system in its various phases Nunn- 
Bush’s labor relations have been ex- 
traordinarily peaceful. Except in cases 
involving obvious misconduct, not a 
single discharge has occurred—all told 
only ten workers have been fired for 
cause in twenty-three years.” A few 
years ago the discharge ruling was ex- 
panded so that workers may now be the 
initiators of a discharge against fellow 
workers whom they consider undesir- 
able. 

The main point, however, is the fact 
that the Nunn-Bush plan has managed 
to iron out to a certain extent the peaks 
and valleys in production, resulting in 
security of work for the employees. 
This is done by allotting workers 20 
per cent of the wholesale value of the 
goods they produce and spreading this 
sum over fifty-two weekly installments, 
making it possible for wages to rise 
and fall automatically with prices. No 
matter how low wages may go, they are 
continuous. 

“In detail,” says Fortune, “the plan 
provides for a group salary fund set up 
by the company at the beginning of 
each year. The fund’s budget is fixed 
by estimating the year’s production in 
advance, then allowing the workers 
their 20 per cent share of wholesale 
value. Against this fund, each worker 
has a drawing account . . . Nunn-Bush 
has thus assumed the responsibility and 
the benefits of a permanent minimum 
working force.” Adjusted compensa- 
tions at intervals take care of any in- 
accuracies which may occur—thus mak- 
ing it possible for the plan to function 
smoothly. 


Boston Shoe Club 
To Change Name 


Boston, Mass.—At the regular 
monthly meeting of the Boston Shoe 
Club, held Nov. 10, in their new head- 
quarters in the Parker House, it was 
voted unanimously to change the name 
of the organization to the Boston Re- 
tail Shoe Guild in order to avoid the 
confusion heretofore existing because 
of the presence in the same city of the 
much older organization—the Boston 
Boot and Shoe Club, composed of manu- 
facturers and leather men. 

A feature of the meeting was the 
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Shoe Values Greatest Ever, Says Bush 





Prevailing Hide Market 50 Per Cent Higher Than Level Upon 
Which Present Prices Are Based, Manufacturer Declares 


St. Louis, Mo.—John A. Bush, presi- 
dent of Brown Shoe Company, told the 
women’s division at the opening session 
of the sales meeting here, November 7, 
that shoes are cheaper now than at any 
other time in history, considering qual- 
ity and workmanship. He declared that 
shoe prices are based on a 9-cent hide 
market as against the actual market, 
approximately 50 per cent higher than 
that figure. 





Miss Virginia Judd, well k 


The women’s division includes sales- 
men for both women’s and children’s 
shoes, including the Buster Brown line. 

The Orson Welles version of the Mar- 
tian invasion could have caused no more 
amazement at the sales meeting, which 
continued for three days, than the un- 
veiling of a blown-up reproduction of 
an advertisement of the company’s 
Spring line of Air Step shoes after the 
following bit of showmanship was en- 
acted: R. N. Heath, vice-president of 
Leo Burnett Advertising Company of 
Chicago, described the Spring Air Step 
advertising campaign, explaining that 
Miss Virginia Judd, well known model, 
of New York City, had posed for full- 
page Brown Shoe Company advertise- 
ments. He then explained that one of 
these ads had been blown up to poster 
size and would be unveiled. A curtain 
was pulled, and there before them was 
a facsimile of a full color page ad to 
be run in a woman’s magazine in early 
Spring. Everything was perfectly still, 
then there came a flicker of an eyelash 
from the “illustration,” thought to be a 
mere photograph of Miss Judd, then a 
smile, a courtsey, then—well by that 
time the salesmen had caught on, and 
just at the psychological moment, came 
a comment from the back row, “Say 
Ah.” (Al White, advertising manager, 
declares the comment wasn’t planted 
before hand.) 

The applause that followed has never 
been equalled at a meeting of Brown 
Shoe salesmen, it was said. Then, to 
cap the climax, Mr. Heath announced 
that reprints of the ad, personally auto- 
graphed by Miss Judd, would be given 
to the salesmen. There was a rush for 
the rostrum, which wasn’t abated until 
the audience was assured that every 
salesman would get a copy. 

Devised as a part of the program pre- 
sented in connection with the first meet- 
ing of the newly-organized Women’s 
Division, this feature marked the climax 
of a highly-successful three-day con- 
vention. 





adoption of the report of the Program 
Committee, appointed at the last meet- 
ing of the club, the highlights of which 
were recommendations that the club en- 
gage in a campaign of public educa- 
tion and education of salesmen; and 
that they explore the possibility of co- 
operating in two movements—one de- 
signed to insure the seasonal presenta- 
tion of coordinated merchandise at the 
same time; and the other having for 
its object a merchant agreement to keep 
all retail stores open one night a week. 
The latter two will be taken up, before 
definite action is taken, with other or- 
ganizations in the retail field. This lat- 
ter is to be in the nature of a city-wide 
open house event. 





In the discussion which followed the 
report of the committee it was pointed 
out that it might be possible, as part 
of the campaign of consumer education, 
to draw up a code designed to build 
public confidence in the stores sub- 
scribing to this code, and insert copies 
in all packages leaving the stores 
which have representatives in the mem- 
bership of the club. 

The members of the committee which 
prepared the report and which also sug- 
gested the new name of the club wer« 
H. E. Monroe, Curtis Dahl, Roger A. 
Curtis, Thomas Connors and William 
Walsh, Jr. 

The second Thursday of every mont! 
has been selected as the meeting date. 
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GOODYEAR 


@ Shoe customers prefer Ctudlim 


these tough, handsome heels HEEL 
that have no visible nail 

holes to detract from trim, 

smart, part-of-the-shoe ap- 

pearance. 


That’s why it’s easier to sell 
even the finest shoes when 
they’re equipped either with 
the Goodyear Custom or 
the Goodyear Wingfoot. 


And, of course, the name 
“Goodyear” is always ac- 
cepted as an added assur- 
ance of value. 


Manufacturers gladly pay 
more to give their shoes this GOODYEAR 


added sales appeal— because W | \ ( F () )] 
it makes your selling job 
HEEL 


easier. 


THE GREATEST NAME IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 





WHERE 
TO 
BUY 


Soles and Heels 
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No SPREAD, No CURL, NoBULGE 
LITHOX and CORD Sole and Heel 


THE LITHOX CORP. 
Wapakoneta, Ohio, U. S. A. 








elie 


Dancing Shoes and Taps 








PROFESSIONAL TAP DANCE SHOE 


White Side 
12 ans Ma 
By sb Seis 
DAVID T. NATHAN 
138 Lincoln S$t., Boston, Mass. 
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Shoe Muffs 
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DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

November 28, 29, 1938 

Shoe Manufacturers’ Spring Opening, 

n. A. Richardson, Manager, Hotel 
New Yorker, New York 
December 4, 5, 6, 7, 1938 

National Shoe Fair, Hotel Stevens 
Chicago, Ill. ....January 3, 4, 5, 6, 1939 

28th Annual Convention, National 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

January 6, 7, 1939 

Michigan Annual Shoe Fair, Hotel 
Statler, Detroit, Mich. 

January 8, 9, 10, 1939 

Northwestern Shoe Retailers Associa- 
tion, Annual Convention, Hotel St. 
Paul, St. Paul, Minn. 

January 8, 9, 10, 1939 

Charlotte Shoe Fair, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 

January 8, 9, 10, 1939 
7th Annual Boston Shoe Show and 
Convention, Hotel Statler, Boston, 
hs sn ceaee ahaa January 9, 10, 11, 1939 

Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 
Texas January 15, 16, 17, 18, 1939 

16th Annual Shoe Buyers’ Week, In- 
diana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, Ind. 

January 15, 16, 17, 1939 

Southern Shoe Exposition, E. A. Rich- 
ardson, Manager, Tutwiler Hotel, 
Birmingham, Ala. 

January 15, 16, 17, 1939 

Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. 

February 12, 13, 14, 1939 

Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria. Ill. 

May 21, 22, 1939 

Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

June 11, 12, 13, 1939 

Iowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
Iowa June 11, 12, 13, 1939 

Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 





Tupper Designer Starts 
Midwest Tour 


New YorkK—George Litvack, the 
young designer-sales manager for Tup- 
per-Preview, Inc., has recently started 
a four-week tour of the Eastern and 
mid-Western parts of the country. Mak- 
ing Baltimore his first stop, Mr. Lit- 
vack will travel as far west as St. 
Louis. 

Taking the new Tupper-Preview line 
with him, Mr. Litvack anticipates 
healthy business in the cities he in- 
tends visiting. 


Goodwin Opens Branch Store 


HoLLywoop, CALir.—Goodwin’s, Inc., 
have opened a branch store at 6309 
Hollywood Boulevard, thus giving them 


for youngsters 


Baci: of these superlative little shoes is an 
organization of specialists who know a great 
deal about the shoe requirements of grow- 
ing feet. Lasts, patterns and construction 
have been developed with the cooperation 
and approval of leading medical men. When 
you sell these best-known little shoes you 
sell fit, comfort and satisfaction that build 


business. 
MRS. DAY'S 


| DEAL BABY SHOE Co. 
DANVERS, MASS. 





two men’s shoe stores within a few 
blocks of each other. This latest addi- 
tion to their group of men’s shoe stores 
will specialize in the better grades. J. 
B. Bradley, one of the partners of 
Goodwin’s, Inc., makes this new store 
his headquarters. 


Brundage with Krippendorf- 


Dittman 


CINCINNATI, OHIoO—Otis R. Brun- 
dage, of Waterloo, Iowa, who was the 
sales representative of the Irving Drew 
Company for more than a score of 
years, is now representing the Krip- 
pendorf-Dittman Company, of Cincin- 
nati. 

Mr. Brundage is to cover the trade 
in Iowa, Nebraska, Missouri and Kan- 
sas, and is most optimistic over his 
new connection and line. Being an ex- 
perienced salesman of women’s shoes, 
his knowledge and experience will 
prove valuable to the trade. 


Savannah Store Opens 


SAVANNAH, GA.—Sidney Asher, one 
of the well-known retail shoe men of 
this section, has entered business for 
himself and has opened Sidney’s Shoe 
Store at 313 West Broughton Street. 
The store has a personnel of eight sales- 
men. 
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AMERICAN — 


ENTERPRISE” 


i gst 


ALL the initiative, all the Enterprise and genius of the great 
American Shoe Manufacturing Industry reaches its climax at 
the fitting stool. That this is the Seat Of Final Judgment and 
that the very destiny of Enter prise itself, rests in it, is brilliantly 
attested by the fact that the leaders in American Shoe Manu- 
facturing use Boot and Shoe Recorder as their direct line to this 
Point Of Sale. This year we're telling the Shoe World the 
story of American Enterprise in this the finest Boot and Shoe 
Recorder ever to reach the fitting stool . . . and America’s Most 
Enterprising Manufacturers are joining us through their adver- 
Forms for this issue close in tising pages. We feel that we, all of us, are getting off on the 
New York on December 12. right foot for 1939 


BOOT AND SHOE RECORDER 
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239 WEST seth STREET NEW YORK, N. Y. 








Men's Shoes 
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“HIGHEST GRADE ONLY™ 
EAST WEYMOUTH 


Reinforcement 
Vamp and Quarter Lining 








Brauer Bros. Open 
New York Showroom 


New YorKk—The Brauer Bros. Shoe 
Company held the official opening of 
their new showroom and sales office 
during the recent Spring Opening of 
the Shoe Fashion Guild, which brought 
hundreds of shoe men from all over the 
country to the city. 

The new showrooms, which are lo- 
cated in the Marbridge Building, Room 
824, will be the permanent head- 
quarters of the company in New York. 
The company has had no permanent 
office in the city since they gave up 
their rooms in the Marbridge Building 
about two years ago. 

The new offices are beautifully done 
in the modern manner. Large walnut 
showcases display the new Spring 
line, which marks a big step forward 
in the styling policy of this company, 
which this year has set new records in 
sales increase. 

W. Ted Shaw, eastern representative 
of the company, will make his head- 
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quarters here, from where he will cover 
his territory, which includes the New 
England States, New York and as far 
south as Washington, D. C. 


Shoe Design Contest 


Judges Named 


New York—Judges for the Kidskin 
Shoe Design Contest have been selected, 
to meet on December 2 at the Waldorf- 
Astoria Hotel, to determine the winners. 

The contest was organized to encour- 
age new design in women’s kid shoes 
for Spring 1939. Four prizes: First— 
$500.00, Second — $200.00, Third — 
$100.00 and Fourth—$50.00, will be 
awarded and considerable prestige will 
go with the award. 

The following have been designated 
judges in the contest: Herman B. Del- 
man, George Miller, Edward Cohen, 
Emanuel Gerton, Thomas Callahan, 
Ralph Walton, John R. Laycock, New- 
ton Elkins, Dan Palter, Frank Garside, 
Herbert N. Lape, Jr., Ernest M. Daniels, 
J. R. Minco, Jessica Daves and Esther 
Lyman. 


Opens Shoe Department 


DyerssurG, TENN.—The Style Shop 
recently opened a shoe department 
offering a full line of feminine foot- 
wear. Joe Levy, experienced shoe man 
of Memphis, is in charge of the de- 
partment. 








ON THAT NEXT ORDER 


for nap-sueded shoes . . . because 
RUFFIT is right. Your customers 
will agree that Ruffit's 30 authen- 
tic colors ... aniline dyed and 
colorfast . . . exactly meet their 
ideas of good looks and economy. 


SLATTERY BROS. 
TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 





Novel Program Arranged for Texas Shoe 


a Somigreens @ 


this group picture of the committee chair- 
Association Convention shown here 


the ancient Alamo. From rong Sopmmye > Py B. Palmer, chairman, entertain- 
ee eee & Watson, advisory chairman; 


. Ralph Watson, director of 


and Bernard Gardner, Ron. Ratner 


ment committee 
EC C. McNeill, chairman, program 
publicity, 


San ANTONIO, TEx.—Culmination of 
the plans of the convention committee 
chairmmen of the coming showing of 
the Texas-Oklahoma Shoe Retailers As- 
sociation which will be held in this city 
at the Gunter Hotel on January 15, 16, 
17 and 18, 1939, will make shoe history 
in the Southwest. 

The committee in charge has devel- 


oped a program that combines both 
business and pleasure. A free trip to 
Old Mexico, visiting beautiful Monterey, 
which has been arranged for all shoe 
men and their wives and guests, is one 
of the several interesting features on 
the program. Leaving San Antonio 
Wednesday evening, January 18, the 
closing day of the convention, a special 
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train, chartered especially for shoe men, 
will depart for Monterey and will re- 
turn to San Antonio early Friday 
morning. 

Originally from a small attendance 
from Texas, these Texas-Oklahoma 
joint shoe retailers and shoe travelers 
conventions have gathered such mo- 
mentum that shoe men from many dif- 
ferent parts of the country find it most 
profitable and enjoyable to attend. Buy- 
ers from Texas, Oklahoma, Arkansas, 
Louisiana, Mississippi, Kansas, Colo- 
rado, New Mexico and Arizona have 
already signified their intention of at- 
tending what is being referred to as 
“America’s Second Largest Shoe Fair.” 

Southwestern hospitality plus the 
growing importance of Southwestern 
fashions, make these conventions of the 
utmost importance to buyers in all sec- 
tions of the country. Not only will 
styles typical of the Southwest be shown 
and discussed, but able authorities will 
discuss the best methods of merchan- 
dising of these styles. 

According to the local Chamber of 
Commerce, “San Antonio has every 
modern convenience consolidated with 
one’s idea of a vacationland, making it 
a perfect convention city. Its Latin 
Quarter will entrance the visitor. It is 
a strange, leisurely, romantic place, re- 
moved from anything American. Cock- 
fights, strolling serenadors, the warm 
smiles of senoritas, the tang of strange 
Spanish foods, wrinkled old candy vend- 
ors dozing in the sun, all these are the 
heritage of Old Spain. Here the Old 
West still remains.” 


Observes Fiftieth 
Anniversary 

St. JosepH, Mo.—Griffith’s Shoe 
Store, here, recently observed the fifth- 
tieth year of its business. The store 
was founded by W. H. Griffith, father 
of the present owner. 

One of the features of the anniver- 
sary celebration was a display of foot- 
wear fashions of fifty years ago, in- 
cluding white kid dress boots with 
buttons and laces, satin formal boots, 
children’s copper-toed boots, and serge 
house shoes such as those commonly 
worn by women. A 10 per cent appre- 
ciation discount on the entire stock was 
granted to purchasers during the pe- 
riod of the sale. 


Irving Drew Holds 
Sales Conference 


PorTsMOUTH, OHIO — The Irving 
Drew Shoe Company’s factory at Ports- 
mouth was recently the scene of an 
enthusiastic sales conference. President 
George P. Utley had called in his road 
men to have them go over the new 
Spring samples, to study merchandis- 
ing plans, and to prepare for an ag- 
gressive sales campaign. The men were 
presented with a longer line, which in- 
cluded many of the more youthful 
sport types and, in addition, a wider 
variety of tailored corrective types. Mr. 
Utley announced that the company’s 
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FINAL NOTICE 


Win Prizes and Prestige 
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for Spring 1939: 
FIRST PRIZE 


THIRD PRIZE 


Send all entries to 





The Kidskin Shoe Design Contest closes December 1, 1938 
Win the following cash prizes for new designs in Women’s Kid Shoes 


SECOND PRIZE 
FOURTH PRIZE 


C. E. NELSON, KIDSKIN GUILD, 400 Madison Avenue, New York 


$500.00 
200.00 
100.00 
50.00 











entire program is built around perfect 
fitting shoes. “We are paying more 
attention to lasts and patterns than 
ever before,” said Mr. Utley. 

The Irving Drew sales force is as 
follows: Charles Spencer, Southeast; 





Shows Arch Device 


Illustration shows an ingenious coun- 
ter dis eaturing Glide-O-Matic Arch 
7 le ete ee ee 
esters set against an up panel 
showing one of the Arch Resters as it ap- 
pears in action. A movable con- 
trols the device and demonstrates to the 

the movement of the appilli- 


lected this display 
selling Glide-O-Matic 
Arch Resters. 


W. T. Mitchell, Southwest; Russell 
Johnson, Northwest; C. F. Getsinger, 
Ohio, Indiana, Illinois; Eli Smith, 
Washington, D. C., Maryland, W. Vir- 
ginia, Virginia, Kentucky; Everett 
Drew, Pennsylvania; N. J. Levy, New 
York City and New England; Sam 
Alderman, Brooklyn and New York 
State, and H. E. Griffith, Pacific Coast. 


Jansen Adds New Salesmen 


HoLiywoop, CaLir.—The Jansen 
Shoe Co., 7423 Melrose Avenue, have 
added two salesmen to carry the line 
of “Hollywood Scampers” that they 
manufacture. The men are A. B. 
Clark, who will cover the West Coast, 
and Roscoe E. Orr, who will make the 
Eastern part of the country, with of- 
fices in the Marbridge Building in New 
York City. A smart line of rabbit fur- 
trimmed slippers and novelty slippers 
is featured by Jansen. Both the regu- 
lar buck split soles and platforms are 
included in the current sample line. 


Fred Ullman on Style Quest 


New YorkK—Fred Ullman, shoe de- 
signer, with offices at the Marbridge 
Building, this city, sailed for Europe 
on the Queen Mary, on Friday, Novem- 
ber 18, accompanied by Miss Meri Mil- 
ler. He will visit leading style sources 
with whom he is closely connected while 
abroad in search for European origi- 
nals, which he will bring back for 
American adaptations in his new line. 
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Flexible, Shape Retaining | 
NURSES’ OXFORDS 





SUPER PLIABLE 
Process 


IN-STOCK 
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ws, OWENS SHOE Co. 
Daye? 28 Goodhue St., Salem, Mass. 








Obituaries 


Henry C. Powelk 


MILWAUKEE, Wis.—Henry C. (Hank) 
Powelk, 60, one of the best-known and 
best-loved shoe salesmen in the Middle 
West, passed away recently at the 
home of his sister in Milwaukee. 

Mr. Powelk started his experience in 
the shoe business many years ago as a 
cutter for the Rich Shoe Co. of Mil- 
waukee. Because of his persistent de- 
sire to go on the road, he was finally 
given an opportunity to do so, and 
started traveling in Iowa more than 
30 years ago. 

He was very successful from the 
start, and when S. J. Pentler, who had 
been general manager of the Rich Shoe 
Co., organized the Marathon Shoe Co. 
at Wausau, Wis., Mr. Powelk was the 
first man to take that line out on the 
road. He had been with that company 
and its successor, the Pied Piper Shoe 
Co., for nearly twenty-five years until 
his death. 
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In the fall of 1936, Mr. Powelk was 
taken ill while on his usual business 
trip and was confined to a hospital in 
Omaha. He later returned home, and 
while he had worked intermittently 
since that time, he never fully regained 
his health. 

Mr. Powelk was an ardent yachts- 
man and ice-boating enthusiast, and 
the recipient of many prized trophies. 
He at one time held the International 
Ice Boating Championship. He was an 
active member and ex-Commodore of 
the Milwaukee Yacht Club. 

His sudden passing came as a dis- 
tinct shock to his associates and his 
host of friends. 


J. P. Beatty 


RocHESTER, N. Y.—James P. (“Jim”) 
Beatty, first president of the Rochester 
Association of Traveling Shoe Salesmen 
when it was formed in 1911, and for 35 
years traveling salesman in the North- 
west for C. P. Ford & Co., died recently 
after a lingering illness at the age of 
82. He enjoyed a wide acquaintance 
and was one of the best-liked of the shoe 
traveling fraternity. He is survived by 
a son, Wallace Beatty, and a daughter, 
Mrs. Julius Cohen, of Montreal, who 
was a popular stage star under her 
maiden name of Roberta Beatty. The 
funeral was held with a number of shoe 
men as honorary bearers. Mr. Beatty 
retired in 1927. 


Frederick A. Sudholt 


St. Louis, Mo.— Frederick August 
Sudholt, former treasurer of the Inter- 
national Shoe Co., died here recently at 
the Barnes Hospital. 

Mr. Sudholt’s first taste of the shoe 
business came in 1878 when at the age 
of 15, he became office boy for Claflin- 
Allen & Co. He had finished the eighth 
grade but continued attending night 
school to complete his education. 

When the Claflin-Allen Co. was re- 
organized in 1889 as the Claflin-Allen 
Shoe Co., he became its cashier and a 
director. He retained the same posi- 
tions in a new organization, the Peters 
& Miller Shoe Co., formed in 1891 by 
Henry W. Peters, a former salesman for 
the Claflin-Allen firm. With the forma- 
tion of the Roberts-Johnson-Rand Co., 
which took in the Peters company, Mr. 
Sudholt became treasurer. When the 
Internaticnal Shoe Co. was organized 
in 1911 he was its treasurer and secre- 
tary. 

When he retired eight years ago after 
51 years with the International Shoe 
Co. and its predecessors, Mr. Sudholt 
was rated as one of the officers of that 
company who became millionaires with 
its success. After his retirement he 
spent much time in travel. 


Ralph W. Pike 


NortH RocHester, N. H.—Ralph W. 
Pike, senior salesman for the Spaulding 
Fibre Company of this city, died sud- 
denly November 11, at his home in 
Milton Mills, N. H. One of the most 


ELAM'S 


PRE-WELTS 


| For You—Profits and customer 
| loyalty. 
For Children—A better chance 
at healthy feet and strong bodies. 
Plan now to 
sell these 
high grade 
shoes. Write 
today. 





IN 
STOCK 


F.S. ELAM SHOE CO. 





popular salesmen on the road, he had 
covered for ten years the State of New 
Hampshire and Boston proper and the 
South Shore district of Massachusetts. 
He was an authority on counters and 
innersoles, whose opinion was well re- 
garded by every manufacturer with 
whom he came in contact. 

Mr. Pike, who was 44 years of age, 
was a member of the A. F. & A. M. 
lodge in Union, N. H. He leaves a 
widow and three sons. 





James A. Keenan 


CLEVELAND, OHIO—James A. Keenan, 
proprietor of the Keenan Boot Shop, 
located in the Arcade, died suddenly 
here recently, at the age of 49. Prior 
to opening his own store here a few 
years ago, he was connected with the 
Stone Shoe Company for 25 years. He 
is survived by his wife and three 
brothers. Burial was in Cohoes, N. Y., 
the state of his birth. 


Henry Bezenah 


Detroit, MicH. — Henry Bezenah, 
traveling salesman for W. H. Tom- 
linson & Co. wholesale shoe and leather 
dealers of Bay City, died recently in his 
57th year. He succumbed to a heart 
attack at the Wright Hotel in Alma, 
Mich. 





“UNISHANK” 


adds WEAR 
and COMFORT 
and APPEARANCE 


to every shoe in which it is used 


The reasons are simple — 
“UNISHANK™ helps the shoe 
@ to retain its shape 

@ to hold its proper tread 


e@ to provide perfect foot 
support until completely 


worn out. 
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Ski Boots 
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G. N. Cohen Forms 


New Company 


New Yorx—George N. Cohen, of 
George N. Cohen Co., slipper jobbers, 
at 81 Reade Street, this city, has 
formed a new company with a new 
idea. 

Associated Footwear Industries, as it 
is called, will cover the volume trade 
throughout the entire country, with 
slippers and sandals of some thirty 
manufacturers. This new company will 
offer a specially selected line of leisure 
footwear, and salesmen in the various 
territories throughout the country will 
carry only samples of the styles that 
are particularly acceptable in their 
particular sections. 

“Different sections of the country 
have varying tastes in the matter of 
style,” Mr. Cohen explained, “and 
with this new company which is pat- 
terned along the group-buying idea, 
retailers will be able to secure footwear 
which is readily acceptable in their 
particular territory. All footwear han- 
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Charlotte Show Scheduled for January 3-10 


Active in the 


are, from left to right: Louis Bruno, 
mittee; Robert Levine, president, and Daniels, 


CHARLOTTE, N. C.—Early returns on 
publicity sent out by the committee on 
the Charlotte Shoe Fair indicate a siz- 
able increase in the number of exhibi- 
tors over last year’s show, which, for 
the first of its kind in that territory, 
was a complete success in the number 
of exhibitors, registered attendance and 
business done. 

The show this year will be held on 
January 8, 9 and 10 at Charlotte, N. C. 
Two adjacent hotels, the Charlotte and 
the Selwyn, will house the exhibitors. 
This has been done to alleviate the 
crowded condition of the one hotel, as 
was the case during last year’s show- 
ing, because of the unexpected number 
of visitors. 

About 125 exhibitors are expected to 
show their lines at the coming showing, 
and the committee is assured of an at- 
tendance of thousands of retailers from 
all over the South. 

An elaborate entertainment program 
has been planned for visiting shoe men, 


and promotion of the coming Charlotte Shoe Fair 


chairman of the executive com- 
Dan of the 
committee. 


which is as follows: 

Sunday evening, January 8 — Shoe 
men and their friends will be enter- 
tained as guests of the Charlotte Ath- 
letic Club, at which there will be a floor 
show at 9 P. M. followed by a midnight 
dance to be held at the Hotel Charlotte; 
Monday, January 9—A boxing and 
wrestling carnival at 9 P. M., spon- 
sored by the Charlotte Athletic Club; 
Tuesday, January 10—A dance at the 
Hotel Charlotte at 10 P. M. 

The following is the committee chosen 
to conduct the Second Charlotte Shoe 
Fair: Robert Levine, president; Jack 
Croner, vice-president; Huron Jones, 
chairman of the reception committee; 
Dan Daniels, chairman of the enter- 
tainment committee; Jack Baer, chair- 
man of the registration committee, and 
Louis Bruno, chairman of the executive 
committee. 

Assisting Mr. Bruno are Abe Crad- 
dock, Gordon Matlock, F. C. Ledbetter, 
Cecil Smith and James Lambeth. 





dled by this company will be made to 
order and sold at factory prices. The 
buyer will secure further savings in 
the matter of freight, in that he will 
receive his entire order from the as- 
sembling warehouse.” 

At the present time Mr. Cohen is 
organizing his sales force, which he 
expects to have filled very shortly, and 
the men out in their territories. The 
new company will maintain headquar- 
ters at 81 Reade Street, New York, 
where Mr. Cohen has had his present 
business located for several years. 


Delman Holds Regular Buyer 
Conference Breakfast 


New York—The regular Delman 
buyer-conference breakfast was held at 
the Hotel Madison, Tuesday, November 
15, at 9 A. M., with a record attendance 
of shoe buyers present, representing 
the leading stores throughout the coun- 
try. H. B. Delman presided, and after 
giving a résumé of the new trends in 


shoes, a round-table discussion took 
place from which many valuable ideas 
were gathered. 


Joseph Brothers Open 
in Chicago 

Cuicaco, ILL.—Joseph’s Salon Shoes, 
for many years leaders in the suburban 
shopping areas, have finally entered 
Chicago proper. On Nov. 1 the Joseph 
brothers took over the former French 
Bootery at 544 N. Michigan Avenue. 
This new store, located in the exclusive 
north Michigan Avenue shopping sec- 
tion, will be operated like the Evanston, 
Oak Park, and South Side stores, and 
will feature high-style shoes from 
$7.75 up. 

The fixtures of the interior of the 
store remain unchanged. New window 
backgrounds consisting of horizontal 
glass tubing have been installed. Irving, 
Louis and Albert are owners of the 
stores. William Gold is manager of the 
new store. 
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SO WE LOOKED AT THEIR HEELS 
And in every Walk of Life we found 
RUBBER HEELS PREFERRED 


AT THE BOSTON SHOE SHOW... We asked 
the Bureau of Business Research of the 
Boston University to look at the heels of 
shoe manufacturers. They found that— 
80.9% WORE RUBBER HEELS 

The lines displayed there quite often 
were built with hard heels . . . yet 80.9% 
of these manufacturers, for their own 
comfort, wore RUBBER HEELS. 


THE MAN ON THE STREET...On 
big-city sidewalks—coast to coast 
—where feet tire quickest—we 
checked men’s preferences and 
found that— 

81.75% WEAR RUBBER HEELS 


REPAIRMEN GAVE THESE FIGURES 
... Twenty-five prominent repair 
shops in major cities report men 
customers insist on rubber re-heel- 
ing by an overwhelming majority— 
87.5% WANT RUBBER HEELS 


Shoe manufacturers and their stylists cannot afford to disregard this public 
demand for rubber heels. Even though some stylists may think hard heels 
look better in display lines, the fact remains that rubber heels sell better in 
the retail stores. This is not a time to create sales resistance for the retailer 
who is trying to increase sales volume for your product. 

All down the line, in every walk of life, the story is 


RUBBER HEELS PREFERRED 
THE RUBBER MANUFACTURERS ASSOCIATION, Inc., 444 Madison Ave., New York, N. Y. 
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Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 

We have in stock a com- 


plete selection of designs 
and color combinations. 
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6 Dozen 
$1.10 


12 Dozen 
$2.00 


XMAS PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 








The size—1¥,” x 234”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per grose—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 
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WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 


COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
0 Roorga and harmonizing price 

every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 
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Harrisburg Retailers Look 
for Par Year 


HARRISBURG, Pa.—Harrisburg shoe 
merchants report that during the past 
several weeks business is maintaining 
the same pace as for last year. In- 
dications at present point to a year for 
the shoe business that will come close 
to ending with approximately the same 
figures as for last year. 

“Doghouse-style shoes, both men’s 
and women’s, are selling good with the 
women’s lines moving slightly better 
than the men’s,” it was reported by 
V. L. Morris, manager of the Walk- 
Over Boot Shop. “Business is about the 
same as for last year. Unseasonable 
weather has retarded sales, but I ex- 
pect to see business pick up.” 

“Shoes in the alligator lines are mov- 
ing best for us,” Ernest Barbush, of 
the Jeanette Shop salon, said. 

“Wine is the color in shoes that is 
popular among our customers this 
Fall,” Joseph Smith, co-owner of Smith 
Brothers Shoe Store, reported. “While 
business has not been so brisk, we are 
certainly expecting it to show an up- 
ward trend.” 

E. V. Gens, manager of the Hanover 
Shoe Store, stated that the Scotch- 
grained shoes are moving fast among 
the younger people. Older men cling 
to the more conservative lines, he said. 
Business is showing an improvement, 
which Mr. Gens believes will hold up 
through the holidays. 


J. P. Saunders Elected 
General Shoe Director 


NASHVILLE, TENN.—Election of James 
Preston Saunders, assistant vice-presi- 
dent of the General Shoe Corporation, 


JAMES P. SAUNDERS 


to the Board of Directors of the cor- 
poration was announced recently by 
Maxey Jarman, president. 

Mr. Saunders’ election to the Board 


Mantiad, 


OF NORTHAMPTON, 


A POPULAR 
FIELD BOOT 


MADE IN ENGLAND 
AND HAVING ALL THE 
CHARACTER AND EX- 
CELLENCE TO BE SE- 
CURED BY MASTER 
CRAFTSMEN WORKING 
BEST MATERIALS 


IN STOCK 
AMERICAN 
HEADQUARTERS 


_MANFIELD & SONS 


1636 RANSTEAD ST. 


ENGLAND 


of Directors is in line with his advance 
ment in the corporation since he first 
became connected with the organization 
in 1931. He was first employed as a 
member of the purchasing department, 
later was transferred to the cost depart- 
ment, and two years ago was made 
assistant vice-president of the corpora- 
tion in charge of purchasing. 


Barney Kimless Wins 
Top Sales Award 


New YorkK—Barney B. Kimless, New 
York representative of the Carmo Shoe 
Mfg. Company of Carthage, Mo., was 
presented with a beautiful diamond 
initial ring recently by his company for 
turning in the largest amount of sales 
during the past season. The presenta- 
tion was made by Jack I. Kaplan, sales 
manager of the company, during their 
recent sales conference at the Connors 
Hotel, Joplin, Mo. 

Mr. Kimless is well known in the 
local territory and as one of the or- 
ganizers of the Shoe Club, is one of 
its most active members. 


Blake Named Nisley Manager 


DENVER, CoLo.-——Ralph E. Blake, from 
Dayton, Ohio, has succeeded B. W. 
Hastings as manager of Nisley’s Denver 
shoe store. Mr. Hastings has gone to 
Los Angeles. 
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SALESMAN WANTED 


SALESMAN WANTED 


POSITION WANTED 








New York City. 


ASSOCIATED FOOTWEAR INDUSTRIES— 


Offers an absolutely unique proposition: a complete line of house slippers and street 
sandals, for the volume trade, consisting of the newest styles and greatest values 
from over 30 factories. Each style a leader, Direct from factory—at factory prices! 
Salesmen will select styles most suitable for their trade. 
Extraordinary opportunity for capable men. 


All territories open. 
Send for particulars. 81 Reade St., 











SALESMEN WANTED 
For Southern California, Michigan 
and Chicago territories by St. Louis 
Instock line of high styled Women’s 
Novelty Footwear. Require men with 
road selling experience. An oppor- 
tunity for profitable and permanent 
connection to live wire salesmen. 


Address Ne. 2B ee Bg as og RECORDER 
1627 Leeust St. Missouri 











A WELL-KNOWN manufacturer of lar 
Boy’s, Misses’, Children’s, a: 

ing Girls’ Goodyea r Welts, Welt Stitched, and 
McKay shoes w to engage the services of a 
reputable shoe salesman to cover the Chicago 
territory. Compensation is on a liberal com- 
mission basiS, payable weekly. Give full details 
in your first letter. Address No. 35, care Boot 
hoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SALESMEN wanted for northern New York, 
pa, Michigan and Indiana territory. Also 

territory south of Virginia and the 
eae Old high-grade, established line of 
ha moccasins to be carried as side line, 
commission basis only. Address girine refer- 
ences. R. J. Sawyer, Inc., 281 Main Street, 
Bangor, Maine. 





CAPABLE, ex salesmen wanted to 
sell our Pn -styled line of $2 retailers. 
women’s novelty , also men’s and boys’; 6% 

no advances, following states open: 
Illinois, Indiana, Kansas, Kentucky 
Michigan, .: °"Ohio, Pennsylvania and 
Wisconsin. Boston Novelty Shoe Corp., 120 
Lincoln St., Boston, Mass. 





FOR SALE 


E StARLISEED ¢ shoe department central Wis- 
consin town, 10,000 ~ —e Stock can 

be reduced to $2,000 including fixtures. 100% 

location in both town and store. Have — 

Cross agercy has too ma 

Address No. 34, care Boot & Shes 

239 West 39th Street, New York, N 








LINE WANTED 


my large following, covering Arkan- 

sas, Mississippi and Alabama, wants Eastern 

line of ladies’ novelty or men’s dress shoes, $2 

=. A. H. A., 2426—14th St., Gulfport, 
iss. 








INE wanted for Michigan. Experienced 

salesman with good following wants connec- 

. Best of references. Address No. 33, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





YOUNG man, 26, 2 years college, 8 years re- 
tail shoe training, present assistant mana 
chain department store, wishes to represent s 
manufacturer or jobber on road in Carolinas, 
Georgia, or Mississippi only. Line must consist 
of middle priced oven girls’, men’s, chil- 
dren’s welts and styled > -¥ If you want new 
business in this territory me hear from me 
c/o “K.S.” Boot and Shoe Recorder, 239 

39th St... New York City. 


FaAct¢ ORY  superintendent—men’s welts—20 
years’ experience in both New England and 
Middle West. Will go anywhere. A 
Anderson, c/o William J. Lone inc., 62 
Ninth Ave., New York City, N. Y. 





PATENT ATTORNEY 





for “ANY estas or atrots Mark 











WANTED TO PURCHASE | 








Buyers of Surplus Stocks 
qt i ty eee ative ete ft aon 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5378 











BUSINESS OPPORTUNITY 


ROFIT and opportunity unlimited on my 

unique method preservi 7 shoes into 
Book Ends and Mantel Instructions 
very reasonable. Write—M. 5 Watson, Belle- 
fontaine, Ohio. 








MERCHANTS’ NEEDS 








No Mis-Mates with Mate Marks 
2450 2450 2450 


Gus V. Wells 686 45th—Des Moines, la. 
Send Free Samples and Prices 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STR YORK, N. Y 








Telephone WORTH 2-5180-518i 











WE BUY 
“ius Wholesale and Gees 
randed Shoes such 
Enna-Jettick, Vital- 
Queen _ 


ty, 
tonians, Stetson, Red’ Cross, Nuna-Bush, Etc. 
IRVIN BUBSEIN 
“The House of Jobs”’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 














CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
desired twelve words should be added for the address. In all other cases cach word 


display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
S@” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “WS 
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Brown Shoe Business 


On the Upturn 


St. Louis, Mo.—Brown Shoe Com- 
pany’s financial statement for the six- 
months’ period ending Oct. 31, 1938, 
showed profits for the period, after 
paying taxes and interest on deben- 
tures, of $271,434.34, or $1.09% per 
share on the common stock, which is 
considered gratifying after the losses 
of the first six months of the fiscal 
year. As stated in the introduction to 
the balance sheet: 

“The volume of business handled 
during the year, after deducting re- 
turns, etc., amounted to $25,004,604. 
Considering subnormal conditions in 
the shoe industry during the first half 
of the year, and the low shoe prices 
throughout the year, our competitive 
position has been well maintained. 

“The past year was a difficult year 
in shoes and leather. We are now fac- 
ing firm markets with less than normal 
stocks in the hands of retail outlets, 
and look forward to a much better vol- 
ume of business at advancing prices. 

“The finances of the company are in 
most excellent position, as evidenced by 
current assets 18.8 times current lia- 
bilities, and no borrowing. Book value 
of the common stock is $46.95 per 
share.” 


Granted Patent on Waterproof 
Solution 


BrockTon, Mass.—Fi 


this city, have granted patents 
on a liquid solution used in water- 
proofing insoles and inseams. Insoles 
are treated on both sides with this new 
process and while no claim of 100 per 
cent water-proofness is made it is 
claimed that these shoes are as nearly 
waterproof as it is possible to make a 
street shoe without loss of style value. 


Tanners Council Directors 


New York—The Tanners Council of 
America has announced the election of 
the following directors for the associ- 
ation years 1938-39: Sydney A. Beggs, 
Beggs & Cobb, Inc.; George B. Bern- 
heim, R. Neumann & Co.; Joseph W. 
Byron, W. D. Byron & Sons of Md., 
Inc.; David B. Eisendrath, B. D. Eisen- 
drath Tanning Co.; Edward K. Ellis, 
Eagle-Ottawa Leather Co.; Eben H. 
Ellison, Jr., Proctor Ellison Co.; 
Michael F. Flynn, John Flynn & Sons, 
Inc.; Edwin H. Foot, S. B. Foot Tan- 
ning Co.; Fred E. Foster, Richard 
Young Co.; Edwin A. Gallun, A. S. 
Gallun & Sons Corp.; Harold N. Good- 
speed, A. C. Lawrence Leather Co.; 
Sidney J. Greenebaum, J. Greenebaum 
Tanning Co.; Louis H. Hamel, L. H. 
Hamel Leather Co.; Fred A. Hermann, 
Hermann Oak Leather Co.; Milton 
Hubschman, E. Hubschman & Sons, 
Inc.; William C. Hunneman, Jr., Mitch- 
ell & Peirson, Inc.; Victor G. Lumbard, 
The Ohio Leather Co.; John F. Maho- 
ney, Alma Leather Co.; Henry M. 





MERCHANTS’ NEEDS 








fhe Complete Line of 
SHOE 
ORNAMENTS 
AND SPATS 
Buttons and Zippers 
Manolis Manutacturing Co. 
4248 Ne. Gants Ave., 











McAdoo, United States Leather Co.; 
Sol N. Nectow, A. C. Lawrence Leather 
Co.; Ralph L. Pope, Northwestern 
Leather Co. Trust; Herbert H. Saw- 
yer, Sawyer Tanning Co.; William F. 
Schumann, Jr., Hoffmann Stafford 
Tanning Co.; E. Carle Shotwell, Hel- 
burn Thompson Co.; F. Sturgis Stout, 
John R. Evans & Co.; Willis E. Thorpe, 
Lord Tanning Co.; Marcus C. Weimar, 
Armour Leather Co.; Ex-Officio: Carl 
F. Danner, American Hide & Leather 
Co. 


Alternate Divisional Directors: Wil- 
liam H. Barrett, Barrett & Co., Inc.; 
William O. Bentley, Kistler Leather 
Co.; Walter F. Drueding, Drueding 
Bros. Co.; Charles E. Ernst, G. F. Zel- 
ler’s Sons; Hosea Hill, Ashtabula Hide 
& Leather Co.; Edward F. Keirnan, 
Griess Pfleger Tanning Co.; Myron 
Laskin, J. Laskin & Sons; Raymond A. 
Laub, George Laub’s Sons; Burt W. 
Rankin, Hunt Rankin Leather Co.; 
John J. Riley, John Riley Co.; Fred J. 
Rueping, Fred Rueping Leather Co.; 
Louis C. Stevens, Allied Kid Co.; A. 
C. Utrecht, American Oak Leather Co.; 
Edward M. Winslow, Benz Kid Com- 


pany. 


H. C. Godman Co. Holds 
Two-Day Sales Session 


CoLumsBus, On10—More than forty 
traveling representatives of the H. C. 
Godman Company, Columbus, met with 
sales and factory executives at the 
Seneca Hotel in Columbus, Nov. 9 and 
10, for their semi-annual sales conven- 
tion. 

With F. A. Miller, president, presid- 
ing, the meeting got under way with 
introductory talks by company execu- 
tives who reviewed the past year’s 
activities and outlined plans for the 
coming Spring sales campaign. 

Bruce H. Crompton, general sales 
manager, presented the new styles in 
the several lines of Godman shoes. 

R. J. McGinty, assistant sales man- 
ager, spoke on promotional activities, 
which included announcement of expan- 
sion of the national advertising pro- 
gram, now handled under the direction 
of Mumm, Romer, Robbins & Pearson, 
Inc., Columbus advertising agency. 

Leading representatives and factory 
executives also headlined the two-day 
program. 

A banquet, presided over by T. E. 
Cavanaugh, vice-president, brought the 
session to a close. 


f 
END, SHOE COMPLAINTS 


AMAZING NEW INVENTION 


weighs but an ounce. 
RETAILS FOR $1.00 
Zephre fost GxSenewe 


+ Foot Balancer $72.00 per gross 
REG. Uv. ». A. PAT. Me. 2,673,775 








Bids Asked on CCC Boots 


Boston, Mass.— The commanding 
officer of the Boston Quartermaster 
Depot of the United States Army is 
currently advertising for bids covering 
the manufacture and delivery of 142,- 
096 pairs of logger-type, laced boots 
of leather for the use of members of 
the Civilian Conservation Corps. Of 
these, nearly 92,000 are to be without 
calks—the remainder with calks. At 
the same time, bids have been invited 
on 50,000 pairs of laces, 65 inches in 
length. 


Radio Spots Boost Sales 


HARRISBURG, Pa.—Trying radio ad- 
vertising as a means of advertising 
shoes during the past two weeks, Ernest 
Barbush, operator of the shoe depart- 
ment in the Jeanette Shop, reports 
exceptionally good response. 

Mr. Barbush uses both radio stations, 
and last week had eight spot an- 
nouncements over Station WHP and 25 
over WKBO. The number of announce- 
ments will vary from week to week, 
Mr. Barbush said. 

“A great number of the sales can 
be traced directly to the radio an- 
nouncements,” Mr. Barbush said. “Many 
customers tell me they heard the an- 
nouncements over the air.” 
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ALmost every choe merchant must 
face the problem of hard-to-fit cus- 
tomers on whose feet even perfectly 
lasted shoes fit poorly. That’s why 
shoe shrinking is necessary in every 
modern shoe store. But unscientific 
methods and devices can burn shoes, 
shortening their cue and jeop- 
ardizing the store’s reputation. 
Shrink shoes the sate, scientific way 
that does not harm leather or fab- 
ric. Shoe Doctor Shrinkers used 
with the exclusive Shoe Doctor 
Shrinking Fluid enable you to ap- 
ply greater heat and shrink any sec- 
tion of the shoe to the required 
degree without harming the shoe— 
without leaving a mark. 
Shoe Doctor Shrinkers reach every 
rt of the shoe, inside and outside. 
he exclusive Fluid acts as a safe- 
guard. Thus you can correct gap- 
ping at the side, bulging around the 
top or slipping at the heel; smooth 
out excess fullness or wrinkles—all 
without harm to the shoe. The re- 
sult is grateful, loyal customers. 
Let Shoe Doctor Shrinking equip- 
ment turn hard-to-fit feet into a real 
money making part of your business. 


Roller type device 


Send your order or 
write for further 
details. Take ad- 
vantage of combi- 
nation offer — both 
shrinki irons for 
$25.00 including $2.00 
pat mo. venous worth of fluid free. 


$12.50 


Curved type ren 


CHARLES HENRY BROWN 
E. SON, INC. 


Manufactured by 
&. C. Smelizer Co. 
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Biggoom. 


BOOTS AND SHOES 


ARNOFF SHOE CO., New York City ? 

re I, Fe on ccccdcccccodcccecesecccocsace 12, 27 
CASTERLINE BROS. MFG. CO., Milwaukee, Wis. 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass. .....................055 
CRADDOCK-TERRY CO., Lynchburg, Va. .......... 

ee ee ee sc cwdcee seccccecccecescecesse 
ELAM, F. S., SHOE CO., Rechester, N. Y¥. .......ccccccc ce cee Da hlg Bei oe 
PRIBDMAN-GHELEY SHOE CO., St. Louis, Mo. 2.2.00 .ccccccccc ccccccccccss 
rr eM Me Be onc ccbhady cevcecevecucegs octcone a 
rr CT. i sccewececcccewesesesses Back Cover 
HAMILTON-BROWN SHOE CO., St. Lowis, Mo. .............6.000 0 cee eeee 36 to 42 
HOOD RUBBER COMPANY, Watertown, Mass. .....................- Front Cover 
JOHNSON-STEPHENS & SHINKLE SHOE CO., St. Louis, Mo. ............ ] 
KEITH, GEO. E., COMPANY, Brocktom, Mass. .........cccccccscccccsccsescs 8, 9 
ny ae Os occ adwccccowencdsaveassec-bsrccecees 63 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. ............ 7 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. ...................4.. 
ee in. nce cesiekeceee .oattoctpnagions diab 
EE EE Ee en ee: | Sen ‘ 
PEDICRAFT SHOES, Philadelphia, Pa. ........ 

rr Me oc... cebscccbhewccsccesccupscuccete 
es ee ,  .. .. . cccceewssinsssedseee-esee 


LEATHER AND OTHER MATERIALS 


ENGLAND-WALTON DIV. OF A. C. LAWRENCE LEA. CO., Boston, Mass..... 50 
CALLUN, A. F.. & SONS CORP. Milwauhes, Wis... o.cc.csccsiccccsccccccices ll 
HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. ..................... 2nd Cover 
KIDSKIN GUILD, New York City 57 
es EY OU, ROU DOG ose recs cb eccewebedocececcsessobesase 49 
es EE, OO, OOO, NO, 65a dlin bv owe b dune décccsevececéve 5 
SLATTERY BROS. TANNING CO., Boston, Mass. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BECKWITH MANUFACTURING CO., Dover, N. H. .............ceeeeeeeees 
GOODYEAR TIRE & RUBBER CO., Akron, O 
To. 5... ssespeesendSvecebeere sebunes 
rr rr rs Oe, Ce, Tee, de casdebicvocesseee escesces 10 
PANTHERPANCO CO., Cltcloen, Mass. .....ccccccccee ccewccccsce sees 3rd Cover 
I Oe a ks a cacecee sstblebeevee ces Gpeeevmwepus 56 
See Ge res CO, PO, BE. We... cc cccceccccccccedetcntcceess 4 
UNITED SHOE MACHINERY CORP., Boston, Mass. ...............-.0000055 6, 59 


STORE EQUIPMENT AND FINDINGS 


BROWN, CHARLES HENRY, & SON, INC., New York City 

FOOT CONTROLLER, INC., New York City i 
sides cus edeccedé seseeccaveceepe 
WELLS, GUS V., Des Moines, Ia 

es ics codacdebvecsebescceseecedeconees 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 

MASSACHUSETTS INDUSTRIAL COMMISSION, Boston, Mass 

NATIONAL SHOE RETAILERS ASSOCIATION, Chicago, Ill. .......... 43, 44, 45 
POLACHEK, Z. H., New York City . 

RUBBER MANUFACTURERS ASSOCIATION, New York City 
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